ELECTRICAL MAY 29, 1961 


MERCHAND/S/N OU EEK 





BOUGHT AND READ BY MORE DEALERS IN THE APPLIANCE-RADIO-TV & HOUSEWARES FIELD THAN ANY OTHER PUBLICATION 





EM WEEK EXCLUSIVE: SPECIFICATIONS FOR p13 


1961 REFRIGERATORS, FREEZERS AND COMPACTS 


THIS WEEK’S NEWS IN BRIEF 

Key questions were shaping up around the country 
last week. At the National Parts Distributors Show in 
Chicago (p2), speculation centered on the future of mul- 
tiplexing. Manufacturers had already chewed on this 
one; now the people further down the sales chain were 
getting in on it. The possibility of refrigerator price cuts 
(p2) was becoming hotter and hotter on the dealer level. 

The reason for G-E’s move to broaden its electric ap- 


pliance line (p6) stirred up questions, too, as did that 
slick new item, the greaseless electric frying pan (p6), 
getting a careful eye from manufacturers. 

In some areas, the fog of uncertainty was dispersing. 
Miami saw both RCA and Sylvania remove the wraps 
from their new lines (p8). Government people in Wash- 
ington focused their attention on the cloudy spots in the 
Douglas bill (p4), got plans underway for clarification 
sessions in the near future. 
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STRAIGHT FROM 
WASHINGTON 


CONSUMERS PLAN TO BUY FEWER MAJOR APPLI- 


ANCES. This is the report from the Federal Re- 
serve Board, based on last month’s survey of 
consumer intentions for the next six months. It 
disclosed that consumer plans to buy the three 
major household items covered—refrigerators, 
washing machines and television sets—contin- 
ued below year-earlier levels. A decline in plans 
to buy washers accounted for most of the drop. 

Here are the specific percentages of consum- 
ers who intend to buy the three appliances in the 
next six months, compared with three months 
ago and a year ago: Washing machines 5.3%, 
5.5%, 6% ; refrigerators 3.6% 3.7%, 3.8%; TV 
sets 4.1%, 4.4%, 4.1%. The reserve board does 
not feel that the decline in buying plans of the 
past year or so seems to have leveled off. 

A similar trend also is noted in six-month 
purchase plans for air conditioners, clothes dry- 
ers, dishwashers and radio and phonographic 
equipment. These, too, are below a year earlier, 
chiefly because of a decrease in plans to buy air 
conditioners. 

Here are specific percentages for these four 
items, again compared with three months ago 
and a year ago: Air conditioners 2.6%, 2%, 
3.4% ; clothes dryers, 1.8%, 1.9%, 1.8%; dish- 
washers 0.8%, 0.8%, 0.8%; radio and phono- 
graphic equipment 2.1%, 2.1%, 1.9%. = 


LONGER-RANGE PROSPECTS ARE NOT OPTIMISTIC, 


either. The Fed report shows that 5.1% of those 
surveyed plan to buy a house in the next 12 
months, a slight decline from the 5.3% of a year 
earlier. In actual purchases, first-quarter 1961 
sales matched those of last year. 

But new housing legislation before Congress 
may change this outlook considerably—and for 
the better. A bill to stimulate the housing indus- 
try—and thus appliance sales—seems almost 
certain now to sail through. It would give aid to 
all areas: Long-term mortgages for homes and 
renovations, more mortgage authority for Fan- 
nie Mae, and an increase in public housing au- 
thority to 100,000 units a year. a 


A TAX STIMULANT FOR RETAILERS and other small 


businessmen is being pushed by the American 
Retail Federation and the National Assn. of 
Wholesalers. They argued before the House 
Ways and Means Committee last week for ap- 
proval of a bill that would permit income tax 
deductions on profits reinvested in a business. 
Under the proposal, a firm could get a tax de- 
duction of up to 20% of its annual earnings or 
$30,000, whichever is smaller, if it reinvested 
this amount in equipment, inventory or accounts 
receivable. Ways and Means considered such leg- 
islation in 1958, but did not approve it because 
of the recessionary budget situation. Its chances 
this year are considered only fair. * 








At the Parts Show, 


Dynaco’s Robert 
Tucker, left, shows space for multiplex 
adapter to Maurice Rothstein, Acoustic 
Research, Cambridge, Mass. Bell’s Dave 
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O’Brien, left, center, points out the size 
of the company’s plug-in adapter, not 
much larger than a pack of cigarettes 
and smallest in the show, to an interest- 


FM Stereo: What Went 


Everything from transistors to 
tape recorders went on the auction 
block last week as some 300 exhibi- 
tors moved into Chicago’s Conrad 
Hilton Hotel for the National Parts 
Distributors show. 

In the areas set aside for finished 
consumer products, manufacturers, 
distributors, dealers and high fidelity 
sounds mixed in rooms and hallways. 
And much of the talk was of FM 
stereo and multiplex adapters. 

Here’s a round-up of what the 
components people at the show were 
saying, doing—and thinking—about 
FM stereo. 


The industry looks three ways: (1) 
Plug-in units which manufacturers 
are making for their own brands, 
and which will run off the FM tun- 


er’s power source; (2) self-powered 
“universal” adapters for: all sets 
equipped to take a multiplexing 
adapter; and (3) tuners with the 
adapters built in. 

Bell Sound, typical of the enthusi- 
astic part of the industry, showed 
a plug-in, the MXA-1, retailing for 
$39.95, and a self-powered adapter, 
the MPX-2, for $59.95. 

Bell’s Andy Lorant explained the 
approach this way: “Our first ob- 
ligation is to provide adapters to up- 
date present distributor and dealer 
inventories and sets of ours already 
in the hands of consumers.” 

Lorant saw the adapter after that 
in the role of an “add-on” merchan- 
dising item. 

There was general agreement that 
the adapters were a stop-gap mea- 








Refrigerators: Are 


It’s THAT time of year again and 
the question is inescapabie: Will re- 
frigerator manufacturers’ fancies 
lightly turn to thoughts of price cut- 
ting? 

Early moves say, “‘possibly.’”’ Deal- 
ers and distributors think, “proba- 
bly.”” But manufacturers roar, ‘‘posi- 
tively not.” 


Remember last year: An _ April- 
through-May round of price slides— 
you couldn’t call them cuts—left re- 
tail refrigerator tags fairly well set 
in brackets by the middle of June. 
Then, on July 11, G-E slashed to the 
bone on four two-door boxes (two 
13s with frostless and two 12s with- 
out), forcing those brackets even 
farther down the razor blade. 

To a man, manufacturers agreed 
that last spring’s cutting brought 
little retail action. And, to a man, 
they vowed—as recently as Winter 
Markets—to hold the lines in 1961, 
pounding their pulpits and declaring 
“Nobody can make a profit if we cut 
any more.” 

Worldly-wise distributors and deal- 
ers nodded in agreement—but added, 
“We'll wait and see.” 


Last year could happen again. Though 
manufacturers made it through a 
grim early spring without wielding 
their axes, May is still with us. And 
a couple of weeks ago in introduc- 
ing a special, Whirlpool took nearly 
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$40 out of what was considered the 
lowest distributor cost on two-door, 
12-cubic-footers. 

(Whirlpool pegs the probable with- 
trade retail price of its special 
HC12T at $249. But hard-nosed dis- 
tributors see it going for lower than 
$229, with one guess hitting as low 
as $199. 


Will we go around the barn again on 
refrigerator prices? The answer 
varies directly with the source. 
Here’s a round-up of the opinions of 
the dealers, distributors and manu- 
facturers EM WEEK talked to last 
week. 


WHAT 
MANUFACTURERS 
SAY: 


“Who us?” and the halos shine 
brightly. 

But manufacturers have a point: 
They figure they can’t cut on pro- 
duction costs any more. So, if “re- 
tail pressure” forces them to.shave 
prices—and therefore their profits 
dealers will have to shave their take 
too. The choice, according to manu- 
facturers, must be left up to the 
dealer. 

Applying this philosophy to the 
new Whirlpool box and price, one 
manufacturing man put it this way: 
“So some people say it’ll sell at $199. 
Maybe there are one or two dealers 
















Nett 
ed customer. The adapter is designed to 
fit inside the case of the tuner. And 


Sherwood’s A. B. Fields, in picture at 
far right, demonstrates a_ self-powered 



















adapter, which can be introduced into 
any tuner that is wired for multiplexing, 
to Donald Melhado, Radio Shack, Bos- 
ton. 


On At The Parts Show 


sure until general acceptance of mul- 
tiplexing made building the units 
into tuners reasonable for mass _pro- 
duction. 


What will happen then? Sherwood 
Electronic’s sales manager, A. B. 
Fields, said that “all FM tuners will 
have multiplexing eventually—and 
then it will become a normal selling 
feature. I think all the boys will have 
to do it.” 

Sherwood wasn’t going to rush 
into adapting its sets. The company’s 
point of view was typical of many 
manufacturers’: Enthusiastic about 
sales possibilities, but cautious about 
rushing into untried developments. 
Fields said: ‘We want to make sure 
that when it comes out it will be 
good.” 


The other opinion pole was represent- 
ed by Dynaco, primarily a kit maker. 
Traditionally conservative, Dynaco 
doesn’t plan to bring out an adapter 
“for at least four months.” If and 
when it does, price will be about 
$29.95. 

“We’ve been accused of throwing 
cold water on the hottest thing in 
the industry, but we don’t think, 
for one thing, that it’s possible to 
make a ‘universal’ adapter,” Dyna- 
co’s Robert Tucker said. “Other tun- 
er makers engaged in adapter design 
point out that their adapters are 
made for specific sets, with sufficient 
band spread to comprehend FM stereo. 
And many tuners now on the market, 
even though they’re equipped with 
jacks for adapters, will not be suited 
for quality FM stereo reception.” 
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rice Cuts Ahead? 


who would take a $12 bill (to hit 
that price). But I don’t see it when 
they can turn around and take a $25 
or $30.” 

Or, as long as you’re collecting 
answers, you can’t overlook this 
one, once again from a manufac- 
turer: “Don’t go hog wild on this 
price cut kick. Remember, anybody 
can introduce a stripped model and 
it’s not a cut. Manufacturers have a 
right to ask more when they’re of- 
fering more. And they won’t cut on 
incomparable models.” 


Manufacturers were reticent, though, 
about revealing definite plans for 
future drop-ins or price changes. 
But all were adamant in their in- 
sistence on a good price. Here’s 
what those who would be quoted had 
to say: 


Hotpoint: “‘We have no plans to cut 
our refrigerator prices. We think 
we’re very competitive right now.” 

One area where Hotpoint feels it’s 
sitting particularly pretty: Its CK55, 
two-door, 28-inch, 12-cubic-foot, de- 
luxe box, going at retail for around 
$248. 


Westinghouse: “We’re competitive.” 
Westinghouse doesn’t have a 12-cu- 
bic-foot two-door, though. 


Gibson: “The two-door refrigerator 
market is already mass-market 
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priced,” said A. J. Grewey, vice 
president, appliance sales. He didn’t 
believe that further price cuts would 
open up any new markets or pro- 
vide anyone with a_ substantially 
stronger “reason to buy.” Gibson 
will keep track of the move, but does 
not expect any counter price reduc- 
tion. 


Suming up manufacturer comments— 
both on and off the record—was 
this one. “I frankly don’t think 
price is the answer. If we go any 
lower, we'll have to steal the ma- 
terial and fire the help.” 


Makers didn't have the last word, 
though. That honor went to wary 
distributors and dealers, who com- 
plained that they have heard this 
song from manufacturers before. 
They said they want to believe it. 
But one New Englander spoke for 
the majority when he sighed: “Just 
watch the rest of them now (after 
the Whirlpool special). They’ll either 
drop prices or bring in new models. 
They have to meet it one way or the 
other.” 

A distributor in a smaller city 
said, “We don’t try to match New 
York prices, but this could cause us 
problems. We have nothing that ap- 
proaches this price.” One of his 
more aggressive dealers refused to 
be scared. “If we can’t match ’em, 
we'll out-promote ’em.” 





/MARKET REPORTS 


NORTH . . . BOSTON—Area ap- 
pliance dealers, experiencing gen- 
erally improved spring business, 
were girding for a new kind of 
competition—a new closed-door 
discount operation planned by 
GEM in Saugus (suburban Bos- 
ton). 

Market conditions, meanwhile, 
had improved from the long win- 
ter. 

Maurice Cohen, president of 
Lechmere, Sales, Cambridge, re- 
ported, “Business has been pret- 
ty good, turning to excellent in 
the last four weeks or so. This 
applies to practically all phases 
of major and minor appliances. 
Television has been very strong 
and refrigerators are coming 
along well. And laundry is start- 
ing to get good.” 

John Curley, general manager 
of Norwood Appliance Center, 
Norwood, declared: “‘Business so 
far this spring is turning out to 
be much better than we expected. 
White goods in general have 
picked up and we are now run- 
ning ahead of last year at this 
time in many categories. This of 
course is‘the time for home laun- 
dries and they are going good.” 

Jack Rule, general manager of 
appliances for the J. M. Fields 
chain, said: “There is a definite 
pickup this spring and we’re 


looking for it to keep going. The 


number of lookers and general 
traffic in our appliance depart- 
ments is running higher than 
last year. . .” 


EAST ... PITTSBURGH—With 
the national picture brightening, 
and the weather as well, Pitts- 
burgh appliance dealers and dis- 
tributors expected a delayed but 
most welcome upturn in sales. 
The bottom has been reached, 
they feel, and for this they are 
indeed thankful. 

“The trend is upwards, though 
very slightly,” a spokesman for 
distributor J. A. Williams Co. 
reported. “We believe May and 
June will still be tough, but July 
through fall should see a pickup.” 

“Business is horrible,” a West- 
inghouse Appliance Sales official 
said, “but we’re optimistic. In 
another 45 to 60 days, our deal- 
ers and we should be feeling the 
effects of the general upswing in 
the economy.” 

“The feeling in the air is bet- 
ter now,” said an appliance buy- 
er for Faller Furniture Co., and 
the outlook is promising.. Sales 
now are about 10% higher than 
our start-of-the-year level.” 

Reports were spotty, however. 
Some dealers reported the entire 
appliance business was still dead. 
A few found laundry equipment 
moving fairly well. One of Pitts- 
burg’s major department stores, 
“strangely enough” a spokesman 
said, was enjoying “comparative- 
ly good business in major ap- 
pliances though its overall vol- 
ume is down.” 

Another dealer, Beverley Elec- 
tric, has been relying mostly on 
service to get along since its 
sales have been off some 75% 
compared to a year ago. 

And air conditioning hasn’t 
begun to move. It will take a 
prolonged hot spell to generate 


any serious interest. In fact, a 
lot depends on the weather, all 
retailers agreed. 


SOUTH ... LITTLE ROCK—AI- 
though most reported that retail 
sales -were off slightly, Little 
Rock dealers and distributors 
were optimistic as they awaited . 
hot weather. 

“Give us two weeks of summer 
weather and things will really 
start rolling here,” said Ross 
Douglass of Douglass Distribut- 
ing Co. (Gibson). 

Bill Shaw, manager of the Is- 
land X Television and Appliance 
Store, said his business this 
spring had been off. The best 
thing going for him is television. 
Many people are buying porta- 
bles as second sets, he reported. 

Bargain City Appliance Center 
in suburban Little Rock reported 
that an intensive advertising 
campaign in newspapers and on 
television and radio had halted 
its declining sales. “Advertising 
is the backbone of our opera- 
tion,” said manager Roy Schus- 
ter. “When we don’t advertise, 
we die.” He said the upturn was 
storewide, but refrigerators and 
washers had picked up the most 
recently. 


SOUTHEAST... MIAMI—Dumps 
(the merchandise kind) marred 
the South Florida appliance pic- 
ture. The trade, however, agreed 
generally that business was 
trending upward moderately. 

Although high-end white 
goods, except laundry equipment, 
were moving best at retail, 
Miami was experiencing an ab- 
normal unemployment ratio of 
6.7% 

But it was air conditioning 
that disturbed everyone, except 
a local department store and a 
Broward County (Ft. Lauder- 
dale) appliance retailer. The two 
dumped some 700 units last 
month at extremely good prices. 
It was bankrupt Zayden stock, 
a five-store chain operation that 
filed a petition earlier this year 
when its owner shipped more 
than $500,000 in goods out of 
the country and then left the 
United States himself. 

“Business is not showing much 
sign of a pickup,” said Norwood 
Levine of Southern States Dis- 
tributors. 

But distributors Thomas Mc- 
Coun of Domestic Refrigeration 
and Dan Rowlands of Major Ap- 
pliances were more hopeful. Mc- 
Coun reported the area is im- 
proving every month but busi- 
ness is not better for the period 
compared to last year. Rowlands 
said central air conditioning has 
been showing healthy sales. “And 
dollarwise in white goods, we’re 
only off $5,000 for the first four 
months. Unitwise, we’re off more 
than that.” 

City Wide TV, a color dealer, 
found sales decidedly off. ‘“‘Busi- 
ness is lousy,” said Roger Mis- 
leh, “but I’ve been lucky enough 
for the last two years to run out 
of color sets at just the right 
time.” 

Dealers Cecil Kirby of Kirby- 
Tuttle and Joe Burrell claimed 
business was starting to pick up. 
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AHEAD 
IN THE NEWS 


RCA WILL HAVE NEW TAPE CARTRIDGE RECORDERS 


in both monophonic and stereo ready to show 
distributors in August and out to dealers in Sep- 
tember. Four models will sell in the $100-$200 
price range. The announcement was coupled 
with RCA’s introduction of Red Seal recording 
tape. Features of the new recorders: An adapter 
at about $10 that will allow the cartridge sys- 
tem to play reel-to-reel in two speeds. » 


TRANSISTORIZED PORTABLE TV SETS FROM JAPAN 


will start being delivered to Delmonico Interna- 
tional in about 30 days. The company has just 
signed an agreement with Japan Victor for 
monthly export of 1-to-2000 units. List price on 
the 8-inch set: About $250. Delmonico is also 
buttoning up negotiations on color TV—minus 
picture tube—from Japan this fall. Color set 
would retail for about $400. * 


FTC WILL HUNT FOR “UNFAIR” ADS, PRACTICES—as 


well as outrightly deceptive ones—Commission 
Chairman Paul Rand Dixon disclosed. What’s 
unfair? “It’s just as impossible for me to define 
‘unfair’ today as it was for Congress to do so 
nearly 50 years ago. Congress intended this word 
to be interpreted as ingeniously as necessary in 
order to cope with the ingenuity of offenders,” 
he said. « 


BIG COLOR TV BUSINESS was predicted by RCA’s 


President John Burns. He said that color TV 
sales at retail will total $25 billion over 10 years. 
At $500 a set, that figure averages out to 
around 5 million units a year, matching present 
black-and-white set sales. * 


ABOLISH THE QUOTA ON TRANSISTOR RADIOS. That’s 


the request Japan’s Electronic Industry Assn. 
has tossed at MITI for the second straight year. 
J EIA’s reasons: (1) There never was a formal 
request from the U.S. for a quota on imports; 
(2) Japanese exporters control the quotas so 
manufacturers are forced to undersell; and (3) 
U.S. and European manufacturers are now in 
the radio race because they’re importing Jap- 
anese components. Action by the Japanese gov- 
ernment could depend on OCDM verdict. # 


FIRST FULLY TRANSISTORIZED FM TUNER will be mar- 


keted in late July by Transis-Tronics of Cali- 
fornia. President B. D. Cirlin is looking for a 
miniaturization trend and intends to build an 
AM-FM tuner and tuner-amplifier combination. 
Television? “We’re not interested in committing 
suicide,” he said. * 


PHILCO’S JAZZY NEW WASHINGTON SHOWROOM opens 
to the public today. The display facility features 
current lines of television, radio, phonograph, 
major home appliance and laundry products. = 








IT PAYS TO 


Or does it? In Green Bay, Wis., Larry’s Appliances, a 




















1 Gibson dealer, claimed in an ad that the store 
ADVERTISE! had ‘‘smashed refrigerator prices’’ and invited cus- 
tomers to ‘‘drive in.’’ The same evening the ad ran, 
a motorist took it literally—on both counts. Larry’s 

is thinking of rewording the ad. 





New Drive For Credit Bill 


New hearings coming up soon on 
the bill by Sen. Paul H. Douglas 
(D-Ill.) to force disclosure of retail 
credit charges will be aimed at de- 
veloping points that were overlook- 
ed or sketchily dealt with in hear- 
ings last year (EM WEEK, April 4, 
60, pl). 

Hearings before Douglas’ sub- 
committee on production and stabi- 
lization may start before the end of 
June. They are promised by mid- 
summer. Such a timetable could per- 
mit enactment of the “truth in lend- 
ing” legislation by both houses by 
the end of 1962. 

Douglas remedied one defect in 
the bill before he introduced it this 
year by putting in language to ex- 
empt retailers and credit establish- 
ments in states that have laws that 
meet the standards of the federal 
proposal. 

Douglas recognizes that his pro- 
posal is new, may not be fully under- 
stood, and has raised questions in 
the minds of unbiased observers. 


Three points will be developed in the 
forthcoming hearings. On them re- 
volve the most serious questions 
about the Douglas bill which would 
require all retailers to inform con- 
sumers in advance of the total of 
credit charges as well as the interest 
expressed in a simple annual per- 
centage. 

1—It has been charged that in 
perpetual or revolving credit ar- 
rangements, there is no way of in- 
forming a buyer what his total credit 
costs will be, because that depends 
on the extent of his purchases. 

Advocates of the legislation intend 
to establish in the hearings as a part 
of the legislative history of the bill 
that retailers will be required to 
state in advance only the annual in- 
terest rate to be applied to future 
purchases. 

2—Another complaint that will be 
explored is the complexity of finding 
true annual rates of interest on small 
purchases financed for brief periods. 
Backers of the bill say that if a 
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seller can give an accurate monthly 
rate, as many do, there can be no 
problem in finding an annual rate. 

Opponents charge that complex 
calculations are required, and the 
answers wouldn’t necessarily be ac- 
curate or informative to buyers. A 
major question in the hearing will 
be to try to resolve these conflicting 
claims. 

3—What is the Federal Trade 
Commission’s role in preventing mis- 
leading and false statements on cre- 
dit for sales in interstate commerce? 
This question also will be raised. 

Backers of the bill feel that de- 
termining whether a sale is in inter- 
state commerce is so tricky that the 
FTC frequently is hindered in halt- 
ing practices that the courts have 
found to be abuses. 

The bill’s backers will seek to 
show that since such practices are 
clearly undesirable, they should be 
attacked with a law that doesn’t get 
into the snarl over interstate versus 
intrastate transactions. 

The Douglas bill requires positive 
disclosure of credit charges and terms 
under the authority of the Federal 
Reserve Board over money, an ap- 
proach that avoids the question of 
interstate commerce. 

Advocates will also try to show 
that the self-policing aspects of the 
Douglas bill will work in practice. 
Under the bill, an injured customer 
would be able to recoup double the 
financing charges, up to a specified 
limit. 

Several states, it is argued, have 
found similar self-policing provisions 
highly effective in enforcing usury 
laws, and haven’t been forced to set 

up the elaborate enforcement agen- 
cies that Douglas’ foes charge would 
be needed to police his bill. 


Last year, Douglas got his bill cleared 
to the full committee by the end of 
the session, but enactment by the 
Sénate this year would leave advo- 
cates of the measure all of 1962 to 
work on passage in the House of 
Representatives. 
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NEW! 2-Door Frost-Guard Refrigerator-Freezer. Model TB 403, a 
12.9 cu. ft. Frost-Guard model, with 2.8 cu. ft. top-mounted 
freezer that never needs defrosting. This magnificent refrigerator is 
popularly priced. And only G-E Frost-Guard gives you all these: 





Speed . . . takes about 5 minutes to banish frost completely. 


Reliability . . . extra defrost capacity. This Frost-Guard System 
does the job in any temperature or in humid weather . . . and far 
exceeds any conceivable frost load. 


Economy . . . twice as efficient as electric heaters—requires only 
half the power to defrost completely. 


Progress /s Our Most Important Product 




















New 
Frost-Guard Model 


from 


General Electric 





New “Wife Saver” Frost-Guard Promotion 


Big, timely event—the idea: rescue women from 
messy defrosting, forever. The promotion features 
General Electric’s whole Frost-Guard line—spear- 
headed by the brand new top-mounted freezer model. 

Complete promotion package: exciting newspaper ads « publicity « 
promotion pieces + radio spots « television commercials + display 
* premiums.+ merchandising ideas. 


Backed by national TV. The “Wife Saver’ promotion will be 
featured coast to coast on the General Electric Theater June 11 
and June 25—reaching over 10,500,000 homes each time. 

Ask your General Electric Distributor representative for com- 
plete details and promotion package. 


Household Refrigerator Dept., Louisville 1, Ky. 
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Electric Frypans: 
Greaseless Or Not? 


That’s the question electric frypan 
manufacturers have been asking 
themselves since last December when 
the first non-stick foreign frypans 
slid into the marketplace. They hope 
to get an answer by watching the 
consumer response to the $19.95 non- 
stick electric frypan introduced last 
week by Thermo Ware, Inc., Brook- 
lyn, N. Y. (EM WEEK, May 22, p7). 

Every American electric frypan 
manufacturer is testing or has tested 
the non-stick coatings. Some of them 
tried the idea of coating electric fry- 
pans several years ago and discarded 
it as impractical. Now, because of 
the interest caused by the non-elec- 
tric pans, most companies are re- 
testing the slippery coatings. 

“But,” says one manufacturer, 
“they’re testing the non-stick electric 
pans with their tongues in their 
cheeks. We’re trying to convince our- 
selves that it’s a good idea to go into 


production when we know that it 
isn’t,” he explained. “There are 
simply too many reasons why we 
shouldn’t market them.” 


“There are too many drawbacks in- 
volved in the manufacture and mar- 
keting of non-stick electric frypans.” 
That was the consensus among man- 
ufacturers when EM WEEK asked 
them if they were getting ready to 
enter the non-stick race. 

“The greaseless frypans now on 
the market are extremely vulnerable 
to scratches,” explained an electric 
frypan maker. “All that a consumer 
needs to do to ruin the finish is to 
scratch it with a metal spatula or 
to try to scour the pan with an abra- 
sive. It would be tough trying to con- 
vince women that they should throw 
away their spatulas or that they 
should stop scouring their skillets,” 
he concluded. 


Manufacturers explained that the 
non-stick non-electric frypans tend 
to become discolored after several 
months of use. Three electric frypan 
makers claimed that the pans they 
were testing turned brown over the 
heating element “almost as soon as 
the pan was turned on.” 

“When a customer pays between 
$20 and $26 for a good electric fry- 
pan,” stressed another manufacturer, 
“it won’t be easy to convince her that 
the discoloration is something that 
she must live with.” 


Price is another reason why electrics 
manufacturers hesitate to slide into 
the coated frypan business. They 
claim that greaseless electric frypans 
would necessarily be more expensive 
than the ordinary variety and they 
doubt if the consumer would-be will- 
ing to go for the higher ticket. 

Other manufacturers think that 
“the whole greaseless cooking thing 
is a fad.” They support this argu- 
ment by pointing to the price foot- 
balling taking place in the non-elec- 
tric market. “Non-stick pans came 
into the country at $6.95,” another 
manufacturer explained, “then they 
slid to under $4. Before you know it, 
they’ll be down to 98 cents.” 





Why G-E’s 


General Electric Company’s port- 
able appliance department unveiled 
four new products at a press-break- 
fast last week at the Essex House 
in New York. 

With the addition of two of these 
items—a blender, never before in the 
line, and a tea kettle, re-introduced 
after being droppd about two yars 
ago—the G-E portable appliance line 
is broader than ever. 


Distributors are choosing sides. In 
the opinion of several G-E distribu- 
tors, a fuller line would limit a dis- 
tributor from carrying other com- 
petitive lines or numbers. As one 
wholesaler pointed out: 

“By not having a blender, for ex- 
ample, a manufacturer forces his dis- 
tributor to do business with his com- 
petitor, who not only may have a 
blender, but other appliances that will 
compete with manufacturer No. 1.” 

Distributors also felt that as time 
goes on the wholesaler will have to 
choose sides—one manufacturer over 
another. As manufacturers broaden 
their lines, distributors will have to 





TRENDS 


Sales have definitely been up during the past three 
years. Though no single set of figures exists, the 
best estimate is that 650,000 units were sold last 
year. Prices have been fairly steady with relatively 
little footballing. During the past two years, the 
market has been a little unstable due to investiga- 
tions and seizures of products by the government 
for what it called “misleading advertising claims.” 
Advertising has been toned down this year and the 
market is steadier. 





PROMOTIONS 


Approximately 60% of the air purifier business is 
done at retail during the hay fever season—Aug. 15 
to the first frost. Christmas is the next best time 
of year and accounts for 20% to 25% of the total 
volume. During the past year there has been a 
trend toward selling on a 12-month basis. It shows 
no sign of diminishing, and manufacturers are 
pushing the idea. 





Prices are generally the same as last year except at 
the low end where they are slightly down. Suggest- 
ed retail prices range from $29.95 to $219.95. The 
most popular prices are between’ $39.95 and $69.95. 
Average retailer stocks at least one complete ‘line. 





ADVERTISING 


The heaviest concentration in television, news- 
paper, and national magazine advertising appears 
just before and during the hay fever and Christ- 
mas peaks. On local levels, co-op ads follow the same 
curve except for special promotions. 





DISPLAY 


Effective purifier displays require a fair amount of 
floor space. Retailers can get more mileage from 
their available space by utilizing the display pack- 
ages offered by most manufacturers. Wall and 
island displays are most productive. 





SELLING TIPS 


Manufacturers and successful purifier retailers 
suggest that dealers: (1) Know their product, how 
it works, and what it will or will not do for the 
customer; (2) display and demonstrate: and (3) 
not make wild claims that the purifier will “cure” 
hay fever, sinusitis, or make a customer feel better 
because it’s the retailer who bears the blame if the 
customer feels the product is misrepresented 


cut along dotted line 


Schick’s Electric Shaver 
Is Compact In Price, Size 


Schick’s compact electric shaver 
has a removable washable head. The 
unit also has a three-way adjustable 
head; a _ shatter-proof nylon case 
houses a new “power pulse” motor 
which activates the head through re- 
ciprocating action. Suggested price: 
$12.95. 

Schick, Incorporated, 
Ave., New York. 


680 Fifth 


Revere Adds Deeper 112-Quart Promotional Saucepan 


An extra deep 114-quart stainless 
steel, copper bottom saucepan has 
been added as a promotional item. 


Suggested price: $4.99. 
Rome Manufacturing Co. Division, 
Revere Copper & Brass, Rome, N. Y. 
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Electrics Line Is Wider 


carry only one or two sources. In 
distributors’ opinion, the manufac- 
turer with the longest line will get 
the business. 


What’s in the G-E line? A_ blender, 
model BL-1, marks G-E’s entrance 
into a new field. The unit, 10% in- 
ches high and 714 inches wide, fea- 
tures a low silhouette. The jar ca- 
pacity is 48 ounces, with a 36-ounce 
blending capacity. A control operates 
the blender at 8,500 and 12,500 rpm. 
The decanter and handle are made 
of shock-resistant material which can 
be cleaned with hot water, detergent 
and five seconds of blending action. 
The blender contains no glass parts. 
Suggested retail price of the blend- 
er: $39.95. 

An electric kettle, model K-43, is 
being re-introduced into the G-E 
line. The item is made for the port- 
able appliance department by G-E of 
Canada. It features an automatic 
shutoff, which turns the heating ele- 
ment off if the kettle boils dry, a 
chrome finish, and a 2-quart capacity. 
The kettle has a tubular heating ele- 


ment. Suggested retail price: $10.95. 

A Toast-R-Oven, model T-93, the 
second in the company’s line, has 
wider uses and is more elaborately 
designed than T-83. Both models will 
be retained. The new unit can be 
used for toasting, baking and top- 
side browning. Features include a 
“start” bar at the front of the oven, 
a toaster guide for the selection of 
nine different shades of toast, and 
an automatically operated door. When 
the toast is finished, the door opens 
automatically, sliding out the toast 
rack and turning off the toaster im- 
mediately. 

Other features include tempera- 
ture range from 200 to 500 degrees; 
heating element of coils enclosed in 
glass tubes, and picture window on 
the front of the oven. Suggested re- 
tail price: $34.95. 

Two low-priced skillets, models 
C-124 and C-114, also have been add- 
ed. The 12-inch unit carries a sug- 
gested price of $21.95 and the 11- 
inch model, $19.95. Both are made 
completely immersible to facilitate 
washing. 


EM WEEK 
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Heating Tray Features Leaves For Cold Snacks 


Folding buffet heating tray, model 
2550, has a radiant heating surface, 
walnut finished side trays for cold 
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canapes. Suggested price: $24.95. 
Select Wares, Inc., 230 Fifth Ave., 
New York 1. 


Sunbeam Clock Also Serves 
As Night Light 


Newly designed electric wall clock, 
called Night Lighter, with a built-in 
light supplied by Panelescent panel, 
supplies a soft glow and requires no 
switch or control. Designed in Gre- 
cian mode, the case measures 534x 
7x2 inches. Manufacturer’s suggested 
price: $9.98. 

For every nine clocks a distributor 
orders he gets one free. When a re- 
tailer buys six clocks at regular cost 
he gets a-seventh at half-price. If 
he purchases 18 he receives two 
clocks free. 

Sunbeam Corp., 5600 Roosevelt Rd., 
Chicago 50. 





| HOUSEWARES 


A NEW DISCOUNTER ORGANIZATION, the National 
Assn. of Discount Merchants, Inc., has started 
its long-awaited membership drive aimed at en- 
listing the support of all elements of the dis- 
count retailing industry. Some 50 of the coun- 
try’s discount chains already are members of 
the organization. The current program calls for 
a public relations drive to foster greater under- 
standing on the part of the buying public, manu- 
facturers, government officials and legislators 
of the “anti-inflationary” character of the dis- 
count retailing movement. Plans to take “active 
stands” in the hotly contested issue of Sunday 
closings and against proposed Fair Trade legis- 
lation are also on the discounter association’s 
agenda. * 


PARIS, BERMUDA, HONG KONG OR ANYPLACE may be 
among the spots chosen by ACCO distributors, 
their salesmen, or dealers under the company’s 
“VIP” vacation incentive plan. M. R. Wilson, 
ACCO general manager, feels that the plan will 
not only increase sales of the company’s alumi- 
num-deck rotary mowers, but will strengthen 
sales all along the line. In testing the incentive 
plan, ACCO said it received enthusiastic dis- 
tributor acceptance of the program. Distributors 
feel, according to the company, that the plan 
will help them “forge ahead of the competition 
in this year’s final 60- to 90-day mower sales 
drive.” * 


NEW SUNBEAM FRYPAN HAS SIX-POSITION COVER for 
safety and convenience. Available on June 1, the 
new frypan is immersible and features a “tilt 
leg” for dry frying, waterproof heat control, ex- 
tra helper handle, and fry guide instructions 
printed on the handle. Three models will retail 
at $24.95, $28.95 and $32.95. «® 


A MORE COMPLETE BATHROOM PACKAGE is the mer- 
chandising goal of Borg-Erickson Inc., bathroom 
scale manufacturer. The company recently an- 
nounced that it has acquired the Van Arnam 
Manufacturing Co., Ft. Wayne, Ind., manufac- 
turer of hampers and other bathroom accesso- 
ries. C. H. Dinse, Borg-Erickson vice president, 
explained that his company plans to offer retail- 
ers and franchised wholesalers ‘“‘a more complete 
bathroom package than ever before.”” The com- 
pany will co-ordinate colors or bathroom scales, 
hampers, waste baskets, tissue boxes and toilet 
seats, then merchandise them as complete 
packages. . 


U.S. ELECTRICAL SUPPLY CO., housewares and elec- 
trics distributor in New York, introduced its 
1961 summer catalog last week. New lines ap- 
pearing in this year’s book for the first time in- 
clude Oasis dehumidifiers, Borg-Warner scales 
and Prizerware. = 
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What’s New In Sylvania, 


Sylvania talks of its new trans- 
former-powered TV chassis 
and non-glare tubes 


Sylvania jumped into the tele- 
vision race with a transformer pow- 
ered chassis, a new multi-function 
remote tuning system and a stepped- 
up local advertising and sales promo- 
tion campaign. 

The new 1962 line, shown for the 
first time last week to distributors 
at Miami Beach’s plush Eden Roc. 
starts with an open list 19-inch port- 
able and runs to $699.95 for a 23- 
inch home entertainment center in 
a walnut or mahogany veneer. 


First suggested list in the 17-model 
lineup is $179.95 for a 19-inch port- 
able. 

Complete line contains one 19-inch 
portable, three 19-inch table models, 
one 23-inch table model, 10 23-inch 
consoles and two home entertainment 
centers. 

Emphasis on price stability, in- 
ventory control, merchandise quality 
and profits brought enthusiastic re- 
sponse. 

The company backs natural obso- 
lescence, but Vice President Robert 
Kenoyer said Sylvania will insure 
against merchandise’ devaluation. 
Dumping, he said, will be con- 
trolled through a 45-day inventory 
level now, and a prospective 30-day 
level next year. Full price protection 
is effective immediately on all Syl- 
vania lines, distributors were told. 

Last of the major television set 
manufacturers to get into the power 
transformer chassis, Sylvania still 
isn’t going all out with its new 
“Flexi-core” unit. 

The company will continue to use 
its silicon power rectifiers in its port- 
ables and 19-inch table models be- 
cause of design and weight advan- 
tages, according to Peter J. Grant, 
president of Sylvania Home Elec- 
tronics Corp. He expects to incor- 
porate the new chassis in the entire 
23-inch line within the next six 
months. 

Sylvania is touting the new chas- 
sis as the serviceman’s dream. All 
wiring from major components to 
the chassis, including the deflection 
yoke and picture tube, tuner cluster 
and remote receiver, is equipped with 
easy-to-remove plugs, Grant ex- 
plained. The chassis is held in place 
by special front brackets and three 
rear screws. 

“This makes it a simple operation 
for the serviceman to remove the 


chassis from the cabinet,” Grant 
said. 
And Sylvania claims there’s a 


savings in weight. “The transformer 
is 30% smaller and lighter than 
most transformers currently in use,” 
Grant said. 


The new wireless remote tuner turns 
sets on, off, changes channels and 
adjusts volume. It works with only 
two buttons in the transistorized 
tuner control. 

Sylvania showed determination to 
hit the radio market hard with its 
pace-setting warranty periods and 
wide lines of table, clock and tran- 
sistor radios. 


Other features Sylvania was crowing 
about: 20% increase in contrast and 
brightness because of a new picture 
tube with an improved electronic 


RCA Lines 





Sylvania’s big story in its 1962 TV line—the new power transformer chassis—is 
examined by Peter J. Grant, president of Sylvania Home Electronics Corp. 


gun; a “super-distance” tuner which 
gives greater fringe area reception 
and a new version of reflection-free 
on its bonded tubes (they’re calling 
it Velvetone). Velvetone is spread 
throughout the entire line, but at 
least five models are being shown 
without the Corning process. Sylva- 
nia is also retaining its HaloLight 
feature. 


RCA, too, boasts of non-glare; 
shows ‘“‘magic eye,’’ stereo at 
$159.95 


In the year of the big face lift, 
RCA came up with a couple of new 
features in its 1962 black and white 
television line and then went whole- 
hog in stereo with a new look and a 
new, low price. 

Distributors poured into Miami 
Beach’s fancy Fontainebleau last 
week to get a look at the 1962 lines. 
What they saw, they liked. 


In television, RCA trotted out two 
new features: (1) a “‘magic-eye”’ au- 
tomatic brightness and contrast con- 
trol which will be available in 12 
models in the 3l1-model line and (2) 
glare-proof bonded picture tubes, 
available in 14 models. 

The line contains a 17-inch port- 
able (carrying a suggested retail 
guide price of $149.95), a 19-inch 
portable (retail guide price $169.95) 
four 23-inch table models (starting 
at $199.95), four 23-inch consolettes, 
17 23-inch consoles (starting at 
$269.95), and four 23-inch TV-AM- 
FM stereo combinations. 

RCA is keeping the 17-inch port- 
able in its line because of demand. 
“It’s the Volkswagen of our line,” 
said Bryce S. Durant, vice president 
—product planning and development. 

By adding the “magic-eye,” RCA 
joins Magnavox with an automatic 
feature that adjusts brightness and 
contrast according to the amount of 
room light while set owners remain 
seated. With the new non-glare tube, 
RCA joined Sylvania in using Corn- 
ing Glass Works’ new reflection-free 
process. (Sylvania’s is called Velve- 
tone). RCA has already announced 
that the new non-glare tube will ap- 
pear in its Mark series in the color 
line. RCA also is boasting about its 


ELECTRICAL MERCHANDISING WEEK 


new chassis—supposed to be the most 
powerful in company history—which 
will be offered in all 23-inch models. 

There’s something new in remote 
control, too. For the first time the 
system will adjust volume through a 
complete range of sound levels, RCA 
says, and the channel selection is 
supposed to be faster. 

With an eye on the Federal Com- 
munications Commission push for 
all-channel receivers, RCA told dis- 
tributors that every 23-inch VHF 
model can be easily converted in the 
field in a matter of minutes with the 
company’s new kit. And RCA is now 
putting the UHF knob on the front 
of the receiver. It will be illuminated 
in all models which have illuminated 
VHF knobs. 


In stereo, a low, low price and a new 
shape made the news. 

For $159.95, RCA will be offering 
all-wood stereo consoles which in- 
corporate 20-watt amplifiers, two 8- 
inch speakers combined with a pair 
of 31-inch tweeters. All the units 
(1VE07 kicks off the line) have 
separate bass, treble, loudness and 
balance controls. 

With the new low suggested list— 
it’s $20 under the previous starting 
price for RCA consoles—the com- 
pany joins General Electric, which 
introduced an all-wood console with 
that list during the Winter Markets. 

The new shape is a_ two-tiered 
“hutch” design. Standing over 4 feet 
tall, the units are designed as break- 
fronts—or two-tiered hutches—in 
Danish modern or French previncial. 
Compartments below the speakers 
house a four-speed record changer 
and the AM-FM stereocast tuner. A 
third compartment stores records. 

The two hutch models—both carry 
a retail guide price of $595 and are 
available in a number of selected hard- 
woods and veneers—offer six acous- 
tically balanced speakers at what 
RCA calls “ear level.” And there’s 
also a dual stereo 58-watt amplifier, 
separate bass and treble controls: and 
push-pull loudness controls. , 

RCA is ready for FM stereo, too. 
Multiplex adapters will be available 
before Labor Day, distributors were 
told. Estimated retail guide price: 
$30. 


_ Why it pays to be a HOOVER dealer: 


TRE BTS is Bid 


es 


Here are some advantages you get from Hoover 
to help you earn steady profits year after year! 


Hoover products: They’re the biggest, best-known names 
in home-care appliances. A balanced line, including fast- 
moving promotional items. 

Hoover training: Help right in your store, with tested sales 
techniques and demonstrations that your sales staff can 
profit from today. 

Hoover research: A steady stream of new ideas, new prod- 
ucts and product refinements! Like the unique new Elec- 
tric Floor Washer-Dryer and exciting Shampoo-Polisher. 


ee 


BRAND 
NAMES 


SATISFACTION 


FINE APPLIANCES.. 
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Hoover preference: More women want a Hoover than any 
other cleaner. Brand preference studies prove it every year. 


Hoover advertising: Proven, effective selling —in TV, maga- 
zines, and newspapers—that spells out product excellence 
and sells Hoover preference. 


Aren’t you glad you’re on the Hoover team? Or, if you 
aren’t, wouldn’t it make sense to join up now? See your 
Hoover representative, or write The Hoover Company, 
North Canton, Ohio. 


HOOVER.@ 


.around the house, around the worlds 








YOUR personal BUSINESS 


anning a trip abroad? You may be caught by a new law which would re- 
ee the amount of duty-free goods a U.S. citizen can bring into the 
country. The House last week passed a bill cutting the present $500 
allowance to $100. Now it goes to the Senate finance committee and 
then to the Senate floor. Administration and congressional leaders 
look for a final passage before Congress adjourns in late summer. 


AA A 


Here's another "Your Personal Business" round-up of tax and insurance 
tips. Check these items for recent or newly applicable “developments 
that might help you in your business or personal financial affairs. 





e If you have an accident, the damages to your automobile are de- 
ductible as a casualty loss. Here are the conditions: When you drive 
your car only for pleasure, you can deduct only the damages to your 
car—not any of the damages you may have to pay because you negligent- 
ly destroyed someone else's property. But if you were using your car 
on business at the time of the accident, you may, in addition, deduct 
any payments you have to make to cover the damage to another person's 
property, calling this deduction a business loss. 

Of course, if you are reimbursed by insurance, your deduction for 
casualty loss is limited to the part that is not reimbursed. But that 
means if you have auto insurance with a $50 or $100 deductibility 
clause (company pays only for damages over the stated amount) you 
can deduct the $50 or $100 (any amount the company doesn't pay). 








e When your endowment policy matures, the choice you make as to how 
you'll take your payment can make a big tax difference. Choices open 
to you: Lump sun, annuity po. policy, interest ¢ option, paid-up life insur- 
ance policy. 

If you take a lump sum, you pay ordinary tax on the difference be- 
tween your total premium payments, less dividends and what you get. 
And you can spread that difference over three years. 

If you take an annuity policy, you pay tax only when you receive the 
annuity income. 

If you take the interest option, you pay no tax on the matured pol- 
icy as long as you do not have the right to withdraw the proceeds of the 
policy. But you pay tax on the interest when you receive it. 

If you take a paid-up life insurance policy, you pay tax on the dif- 
ference between the present value of the paid-up policy and the total 
premiums, less dividends paid on the endowment policy. 














e If you have a handicapped child, you can deduct certain of his med- 
ical expenses. For instance, medical expense deductions have recently 
been allowed fathers for (1) tuition costs at a private school where a 
deaf child was taught lip reading and (2) premiums of an insurance pol- 
icy covering the permanent loss of ason's right eye. Check with your 
Internal Revenue Service office for details. 














e If your home is damaged by fire, you can take a casualty loss for the 
difference between the value of your home ; immediately before and after 
the fire, reduced by any insurance proceeds you receive. How do you 
arrive at those figures? Usually, your cost of repairs serves to meas- 
ure the difference. 














e If you sell your home, you pay capital gains tax on gains resulting 
from the sale under certain circumstances. But you cannot deduct any 
loss if y you have to sell for less than your cost. 

~ If, on the other | hand, you convert your home into business or rental 
property, you get all the deductions allowed for income-producing 
property—for instance, depreciation and maintenance costs. Warning: 
Don't attempt to use this as a short-range tax dodge. An isolated 
rental for several months—the summer, for instance—doesn't consti- 
tute a sufficient changeover to business property. 





























“I think you'll find your steam iron will stand up better, 
Mrs. Johnson, if you'll stop making coffee in it.” 
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BROCKWELL SAYS 


Here’s How 
To Lessen 
2-Trip Jobs 





A thorn in the flesh of most appliance service 
managers is the two-trip repair job. The heads 
of central service agencies, especially, are forever 
seeking ways to break their own records for 
minimizing unwarranted call-backs. (Excluded, 
of course, from “unwarranted call-backs” are re- 
frigerator-unit replacements and a few other jobs 
of a similar character for which an assortment 
of materials for on-the-spot repairs would be too 
bulky to carry all the time in an ordinary service 
car.) 

Many servicing dealers will find that it will pay 
them also to strive for improvement in this area, 
even though they may not be able to match the 
records of the central service agencies. Here are 
three reasons for doing so: (1) Unwarranted 
call-backs cut production potential; (2) even a 
few of them—say, an average of five or six a 
month to repair in-warranty appliances—could 
waste about $300 a year of the service depart- 
ment’s revenue; and (3) whether an ailing ap- 
pliance is in or out of warranty, nearly every 
customer is irritated and disappointed when a 
serviceman tells her he must return later to com- 
plete the work, even if he takes pains to assure 
her the delay will amount to no more than a 
day or two. 

If you feel your serviceman is running into too 
many two-trip jobs, I have two suggestions to 
offer, either or both of which might help you get 
that kind of time- and money-consuming bug out 
of your business. 


1—Make sure the mobile stock is adequate. If 
your serviceman is an old hand at the business, 
he should be capable of making a periodic check 
—twice a year, for example—of his mobile stock 
to find out what new items, if any, should be 
added. At the same time he should remove any 
repair parts for which the past six months’ ex- 
perience has taught him he no longer has suffi- 
cient demand, and thereby better utilize the space 
in the truck’s stock bins. 

Do not overlook the possibility that it might 
pay you in the long run to include in the mobile 
stock certain major sub-assemblies—home laun- 
dry motors, for example—which are usually 
handled on an exchange plan. It is true that you 
can tie up too much cash in these rather costly 
items if you allow your serviceman to buy them 
indiscriminately. But some major sub-assemblies 
have a wide degree of interchangeability and if 
your serviceman has sufficient demand for certain 
types, there’s no reason why he shouldn’t carry 
at least one spare of each of those in the mobile 
stock. 

If your serviceman happens to be rather new 
to the business and feels he needs help with such 
a task until he becomes familiar with the de- 
mands, have him consult his service counselor. 
No one else is better qualified to give that kind 
of advice. 


2—Replace daily,each item used from mobile stock. 
If your serviceman hasn’t some kind of system 
for taking care of this detail, or if he isn’t wholly 
satisfied with the one he’s using, you could sug- 
gest he make it a habit to go to the parts store- 
room as soon as possible upon his return to the 
shop and, while referring to the “materials used” 
column of his completed work orders to prevent 
his overlooking anything, draw whatever parts 
are needed to replace those used that day. Then 
he should put them in the truck before he ga- 
rages it. 


ABOUT THE AUTHOR—P. T. Brockwell’s name is 
a familiar one to the readers of EM: WEEK. His 
articles on effective service management have 
earned him a wide following among appliance 
dealers and his two series of articles on repairing 
both major and small appliances have been re- 
printed by the McGraw-Hill Book Co. 


ELECTRICAL 


oon wo EEK 


LAURENCE WRAY EDITOR 
ROBERT K. MOFFETT MANAGING 
EDITOR 


Anna A. Noone, Associate Editor, New 
Products; Jacob B. Underhill, Copy 
Chief; Philip Nochlin, Associate Editor; 
Warren S. Ackerman, Associate Editor; 
Fredda S. Miller, Assistant Editor; Don- 
ald S. Rubin, Assistant Editor; B. H. 
Schellenbach, Assistant Editor; James 
Buchanan, Assistant Editor; Jonathan 
Holstein, Assistant Editor; John L. Ker- 
nell, Assistant Editor. FIELD EDITORS: 
Ken Warner, Midwest Editor; Martha 
Alexander, Editorial Assistant; Howard 
Emerson, West Coast Editor; Wayne R. 
Smith, Editor of Home Goods Data 
Book; Nancy Prescott, Assistant. RE- 
SEARCH DEPARTMENT: Marguerite 
Cook, Research Director; James F. 
Shea, Research Assistant; Marjorie 
Fisher, Assistant, Chicago. ART DE- 
PARTMENT: Barbara Ellwood, Art Di- 
rector; Marianne Farrell, Assistant; 
Eli W. Goldowsky, Assistant; Pat Mc- 
Hugh, Production Editor. 


DEPARTMENT OF ECONOMIC SERV- 
ICES: Douglas Greenwald, Manager; 
Dexter Keezer, Advisor. NEWS BU- 
REAUS: John Wilhelm, Director, World 
News; George Bryant, Director, Wash- 
ington Bureau; ATLANTA: B. E. Barnes; 
CHICAGO: Stewart W. Ramsey; CLEVE- 
LAND: Arthur Zimmerman; DALLAS: 
Marvin Reid; DETROIT: Donald Mac- 
Donald; LOS ANGELES: Kemp Ander- 
son; SAN FRANCISCO: Jenness Keene; 
SEATTLE: Ray Bloomberg; LONDON: 
John Shinn; MOSCOW: Ernest Conine; 
BONN: Pete Forbath; PARIS: Robert 
Farrell; TOKYO: Sol Sanders; CARACAS: 
John Pearson; MEXICO CITY: Peter 
Weaver; BEIRUT: O. M. Marashian. 


CASWELL SPEARE PUuBLISHER 


ELECTRICAL MERCHANDISING WEEK is pub- 
lished weekly by the McGraw-Hill Publishing Co., 
Inc., James H. McGraw (1860-1948), Founder. See 
panel below for directions regarding subscription 
or change of address. 


EXECUTIVE, EDITORIAL, CIRCULATION and AD- 
VERTISING hat ore 330 West 42nd St., New 
York 36, N. OFFICERS OF THE PUBLICATIONS 
DIVISION: Data L. Bond, President; Shelton 
Fisher, Wallace F, Traendly, Senior Vice Presidents: 
John R. Callaham, Vice President and Editorial 
Director; Joseph H. Allen, Vice President and 
Director of Advertising Sales; A. R. Venezian, 
Vice President and Circulation Coordinator. OFFI- 
CERS OF THE CORPORATION: Donald C. Mc- 
Graw, President; Joseph A. Gerardi, Hugh J. 
Kelly, Harry L. Waddell, Executive Vice Presidents; 
L. Keith Goodrich, Vice President and Treasurer; 
John J. Cooke, Secretary. 


UNCONDITIONAL GUARANTEE: Our primary aim 
is to provide subscribers with a useful and val- 
uable publication. Your comments and suggestions 
for improvement are encouraged and will be most 
welcome. The publisher, upon written request from 
any subscriber to our New York office, agrees to 
cancel any subscription if ELECTRICAL MERCHAN. 
DISING WEEK is unsatisfactory for any reason. 


SUBSCRIPTION PRICE: Available only by paid 
subscription. Publisher reserves the right to refuse 
non-qualified subscriptions. Subscriptions to ELEC- 
TRICAL MERCHANDISING WEEK solicited only 
from dealers and/or .distributors of appliances, 
radio-TV sets or housewares. Position and company 
connection must be indicated on subscription 
orders. Single copies: $.50. Subscription price in the 
United States and possessions: $2.00 for one year. 


Printed in Chicago, Ill.; 





second-class mail postage 
paid at Chicago, Ill. Title ® wes or W.. 3: 
Patent Office. © Copyright 1961, McGraw-Hill 
Publishing Co., Inc. Quotations on bulk reprints of 
articles available on request. All rights reserved, 
including the right to reproduce the contents of 
this publication, either in whole or .in part. 


SUBSCRIPTIONS: Send subscription correspondence 
and change of address to Fulfillment Manager, 
ELECTRICAL MERCHANDISING WEEK, 330 West 
42nd St., New York 36, N. Y. Subscribers should 
notify Fulfillment Manager promptly of any change 
of address, giving old as well as new address, 
and including zone number, if any. If possible 
enclose an address label from a recent issue of 
the magazine. Please allow one month for change 
to become effective. 
Postmaster: Send Form 3579 to ELECTRICAL 
MERCHANDISING WEEK, 330 W. 42nd St., New 
York 36, N. Y. 


MORE SPEC SHEETS 
DISHWASHERS AND DISPOSERS will 
be described in the next EM WEEK, 





part of our continuing, exclusive 
series of appliance specification 
sheets. Watch for this feature; it 


can be an important selling tool in 
showing customers how your line 
compares with your competitors.’ 
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At Continental: Import Trends 


Check the new line at Continental 
Merchandise Co. and you'll get a 
quick picture of the trends in radio 
imports from Japan. 


Facilities for FM stereo in Japanese 
radios are just the start, according 
to Samuel Frankel, company vice 
president. Continental has had a 
multiplex jack in one radio for a 
year, is now adding an AM-FM table 
model (FM-772, suggested list 
$44.95) with the same facilities and 
is planning to do more in this area. 


“We'll have multiplex adapters from 
Japan,” explained Frankel, “and still 
later we'll have adapters built into 
the sets. You know multiplexing is 
nothing new to the Japanese. They’ve 


been doing it for a year or more on 
a small scale.” 


An effort to upgrade is in the works, 
too, as importers struggle to expand 
sales and dollar volume in areas not 
covered by Japan’s self-imposed quo- 
ta on transistor radios. 

The quota doesn’t cover radios 
with special features (for example, 
FM or clock radios aren’t included) 
and it is in ‘this area Continental 
has moved with its new lineup: 

e FM-AM table clock radio (FM- 
773) with Telechron movement, 
finished back and a suggested list 
of $59.50. 

e FM-AM table model (FM-771) 
with automatic frequency control 
and a suggested list of $39.50. 


e A six-transistor radio (TR-633) 
with jeweled Swiss alarm watch list- 
ing at $47.50. 

e Portable seven-transistor radio- 
phono (PR-720). Unit weighs 2 
pounds, measures 8x4x2 inches, plays 
7-, 10- and 12-inch records at 33 and 
45 rpm, lists at $69.95. A companion 
number (PH-421) without a radio 
goes for $59.95. 

e Tape recorders at $29.50 and 
$89.50. The latter model can be op- 
erated by a foot pedal. 

e Portable battery-operated stereo 
phono-radio (PR-1235) with a retail 
list of $137.50. Unit has two speak- 
ers, one of which is detachable, and 
the radio has standard and short- 
wave bands. No. PR-734 is a mono- 
phonic version with a single band 
radio, with a suggested list of $89.50. 
Both models have ac jacks for con- 
nection to house electric current. 





Another good reason for Confidence in a growing America 





YOUR FUTURE RIDES HIGH ON THIS CURVE! 


If you’re uncertain about what lies 
ahead, take a good look at the white 
line. It represents America’s past 
production rate and economists’ es- 
with 
the peaks and valleys smoothed out. 
Over the long pull the curve keeps 


timates of future production, 


rising. 


In fact, American production more 


than doubles every 20 years. 


You can expect even faster growth 
Because at the 
present rate, the $12 billion a year 
we’re spending on research and de- 
billion 
by 1971. The outpouring of new prod- 
ucts and processes will be in pro- 
Research is the fountain- 
Ready now 
such innovations as foods preserved 


during the Sixties. 


velopment may well reach $22 


portion. 
head of progress. 


are 


by radiation, 
waves, machines that can translate 
foreign languages, and solid radio 
sets without wires. And many more 
are on the way. 

Judging by past experience, two 
million more businesses will be es- 
tablished to make and distribute our 
growing production during the next 
25 years. Whole industries will 
emerge to turn out the new products 
that are coming from the laborato- 
ries. America has a brilliant future 
but to realize it fully, we must all 
work together for the 
common good. 


FREE— Write for illustrated 
booklet, ‘‘The Promise of 
America.’ Box 10, New 
York 18, N.Y. 


THE 
wr ce 
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cleaning with sound ® 






GET READY FOR AN UPSWING! 


MORE RESEARCH—We’re now spending $12 
billion a year—and that’s expected to double 
during the Sixties! 

MORE INCOME-—Today’s $6500 average per 
family represents an all-time high! 

MORE SAVINGS Now at the highest level ever 
—net savings of individuals exceed $375 billion! 
MORE JOBS—Despite unemployment there are 
15 million more jobs than in 1939—will be 22 
million more by 1975! 

MORE EDUCATION—By 1970 we'll have 20 
million more high school graduates than today, 
and 3 million more college graduates. They’! 
earn more, live better! 

MORE LEISURE—40 million Americans get paid 
vacations and there are 16 million people over 
65, many of them with retirement income to 
spend! 

MORE MARKETS—-U.S. exports, plus output on 
U.S.-owned plants overseas, already account 
for over $50 billion in sales! 

MORE NEEDS—Schools, hospitals, 
highways, homes—we need billions 
in improvements right now, and 
the need keeps growing! 

















IF IT’S CLEAN, UNCLUTTERED --- 
YET LOADED WITH SELL, IT’S A 


niicgwe 








he Unpaial OF FREEZERS AND REFRIGERATORS 





BF ic has no frost ever on 
shelves or food with no need 
for expensive automatic defrost 
. if its shelves are adjustable 
and removable . . . and if it 





has “all-around cold’’— it’s a 








MANITOWOC upright freezer! 


MODEL FGD-220 21.8 cu. ft. with revolutionary 
“Frost-Away” push button defrosting. One of 
6 exciting Manitowoc uprights all with ‘no 


frost” shelves. 








OF ic has the largest freezer in 
a combination unit . . . if it 

has Flowing Cold with automatic 
defrost in the refrigerator, 
Wrap-Around Cold and frost- 
free storage in the freezer. . . 
it’s a MANITOWOC 
refrigerator-freezer combination. 









models. 













MODEL CG-220 Popular 10-and-10 capacity. 
One of 3 luxurious Manitowoc combination 











IF ics priced to sell—and with that extra profit 
... if it has straight, square styling on the outside, 
rounded corners on the inside — flowing cold 

all around — spacious recessed shelves — and 
departmentalized styling — it’s a MANITOWOC 
refrigerator! 


MODEL RGA-136 11.2 cu. ft. refrigerator. 
One of 3 models — in three popular sizes. 


> eeeeee= 


fin 











a 


ee 


IF ic is cleanly styled, shorter and narrower than 
other chest models yet provides the most storage 
room per freezer dollar . . . if its flexible lid 
closes to counter-top height . . . if it has a giant 
sized separate sharp freeze section . . . it’s a 
MANITOWOC freezer chest. 


MODEL FGC-170 Spacious 16 cu. ft. freezer. 
One of two space-saving Manitowoc chests. 
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IF YOU WANT FULL SPECIFICATIONS, WRITE MANITOWOC EQUIPMENT WORKS, Dept. E. NN 529 


SIF ML 


= lll ig / 


Division of the Manitowoc Company, inc., Manitowoc, Wisconsin 
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On the next 16 pages you will find another in EM 
WEEK’s exclusive series of spec sheet sales tools. 

.Use these special reports on the products you stock 
to help you buy and help you sell. 

Check the coupon on page 28 for reprints of com- 
plete specification charts and how-to-sell tips already 
published. 

Watch upcoming issues of EM WEEK for more of 
this valuable information on other products. 

In the following pages you will find complete in one 
package special data on 20 upright and chest food 
freezer brands, 18 standard refrigerator brands, 13 
compact refrigerator brands and 6 compact freezer 
brands. 

And that’s not all. 

The manufacturers’ data for all brands and all mod- 
els has been arranged so you can spot the hot features 
in each line and use the spec sheets for line-by-line and 
model-by-model comparisons. 

And what’s more, EM WEEK research has uncovered 
what your customers will be looking for this season, 
the features which will fit their needs. For these ad- 


ditional buying and selling tips........ 
Turn to page 28 
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GENERAL DATA FREEZER COMPARTMENT CRISPERS CABINET DOOR SHELVES 


Cheese keeper 
or dairy bar 


Ice Trays 
and type 


: i 


Admiral Sales Corp, 3800 W. Cortland St., Chicago, III. 


9.0 F - 2 
stond- : 


bers Quilt-ins, 2022 N. Hor Ave., Ch , UL 


Bui Auto. 
in 


& Co., S. St., Ch , UL 
10.1 Free Dial 45 2 Plastic 1 


12.2 ing Dial 71 2 Plastic 
ul 


igidaire Div., Generpi Motors} Dayton, Ohi 


DA-13-61 | 70 
(1) 
eneral El} ctric Co., ‘Louisville, Ky. 
TA-211V 10.0 Free |} Diol | 2 2 Plastic 


TA-241V 10.0 ing | 22 1P.G. 1 
TA-212V 11.8 Plastic 
T 11.8 | 63 Mini- 


T 13.6 70 Mini- 
Cube 


Gibsog Refrigerator Div., Hupp Corp,, Greenville,/Mich. 
1418 R18 1) 9.0 Free Dia! 43 (1) 2 Alum. 


1518 Ri & LI} 9.0 431 


12 


? 1.1 Ib. 
Hotpoint Div, General Glectric, W. Taylof, Chicago 1. dpa & 


9.3 Free Dial 50 2 Al-Poly- ‘ 4 


qt. 


} é (1 
Kelvinator Div., Am@ricaon Motors Corp., 1 PI Rd., Detroit Mich. 


Free il Dia! 24.0 2 Alum. 2 9.5 
Plastic (2) 
r ) 


Semi- 21 qt. 
Auto 
12, 19, 1B, 19 Ibs. r vely 
Manitowoc Equipment Wks, 621 Quay St., Manitowoc,| Wis. 


Dial 49 2 () 


| : 9, 9,112 Ibs. r vely 
Marquette Corp., 307 E. Hennepjn Ave., Minneapoli 


Dial 36 2 


10BM-1 
RIG6IC 
128M 
i a 
RF 1461 
RF 1461S 
RAISE) 
(1 
ery Ward Co., 619 W.|Chicago 
691231 116 ae” aie ok aes — 


69A1011 . ee l 
main | zy CO a Rares a 
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INSTALLATION 


INSULATION 








Type exterior 
Location 

of coils 
Flush 

Flush sides 


back 














Door 
hinges 


gaskets 


Door 








Right or 
left opening 





Type and 
thickness 
Exterior 
colors 





Decor panels 


Floor levelers 











interior colors 








—— 


_— 


Pivot 


Both 


ight 


Both 


Both 


Both 


Both 


Right 


2 3/4" Fiber-| White 


White 
Yellow, 


one 


2 1/2" Fiber-| White 


White & 6 


21/2" Foam | Pink, Yellow 
T 


iber- 


3-4/4" Felted; White 
Fiberglas 


White Liner, 


Liner 
if 


ip 


White & 
Blue 















DIMENSIONS (in.) 





High 

Deep 
Width with 
door open 
Suggested 
retail price 

















SER ERA tL DATA FREEZER COMPARTMENT CRISPERS CABINET SHELVES DOOR SHELVES 


Tall bottle 
storage 
Cheese keeper 
or dairy bar 


Ice Trays 
and type 


Norge Div. Borg Warner Corp., Merchandise Mart Plaza, Chicago, 54 
Free Dial 30 Dole (1) 25 qt. 


Dial l () qt. 


Cycle 
(1) chill trays 
Nof-Loke, in¢., 2nd & Elm Sts., , Wis. 
19 Free Auto- 12 8 Shucker 


5.1 
Grid 


} forced air exc 


rp., "C"\& Tioga =. Philadelphia 34, Pa. 


Free Monuol | 32 Plastic 


32 


—_ = ' — — _ Fae — (3) ae a a 
1 | ry) qt. | 4 19.0 


(1) . defrost, refrig only.| = (2) width ghiller— 


Qui¢kfrez inc|, 105 Ook Ploce, Fond du Lac, Wis. 
11.2 Free | Poe ae ae Se 35] 


PR112C 10.2 46 3.5 


8.0 ee" 


| (1) Designed for use with fraezer No. C ; (2] Modular units which may be rec 
Revco Inc., Deerfield, Mich. 
9.0 | Built-in Auto- 13.9 


7.3 Built-in -Outo | 
“auto 
or under} 
counter 


Sub}Zero Freezer Co., Inc., Box 2017, Madison; Wisc. 
18.1 Free Auto. 2 


16.9 | 


(l) (lp 


Westinghouse Electric Corp., Columbus, Ohio 
Free es Me 


()) ) 


(1) Built-in kit available (2) Rev. cycle (Hot Gas), semi-automatic, pushbutton (3) Porcelain finished 


CAPACITY INSULATION UPRIGHT 
DATA pat. INSTALLATION DATA 


Cold injector 
location 


Thickness 
Location 
Location of 
freezing surf. 
Location 

of coils 

or blast and 
Right or 

left door 


” 
eo 
~— 








Admiral Sales Corp, 3800 W. Cortland St., Chicago, III. 
nonin i Bock 20h lalate trees 


: ‘ 

154 | Up-right Monuol High-Den- | Thin-woll Top, Bottom Under 
Pole = Sides, Bock | Shelves 
berglas 


—_—_+} 











Seer ees = — a bel Built-in : 
__No Defrost TE GE A eC ee 
___(Elec.) , a F wee ° , top (fan) | bock Sh 
[ = ee ees SS 4 | Front | Chests | Flush | J oo Gent mt 

_ Back | ' __|_Allo- opening 




















Monuol Sides round | chests 












































pe te tt + 
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CABINET INSTALLATION DATA INSULATION DATA OVERALL DIMENSIONS. (in.) 
































































: s 2 F : ; ca s 
5 g= ¢ = : Z sg] 5: 3» |) : $ =& | 35 
2 sz 3 e - =: 2s Bs 9 & 4 a :— = 
e) 32 (22) 9] 82) 31 |3s| £2 | 82 | 212) 2] & | 8 $/,8:\# 





Straight 
Line (2) 


enamel. 


None ovail- 





























Flush Vinyl! Both 2 3/4 Min- Pink, Turg. 57-5/16 25-1/2 27-1/2 Open 








Trim-_ 


l -l 


62-1/16 31-1/2 30-5/16 







approval, pil mode 


™ ~<A 









Copper, 
Citron, Brown 
Green 











True Magnetic 4" Fiber- colors 43-1/8 


Built-in 






















34-1/2 





2 1/2" Lam- 
inar Fiber- 


Brass 71-1/4 


rome 


Back woll Vinyl 









73 





Flush Vinyl 















DOOR 


SHELF DATA SHELVES OVERALL 


DIMENSIONS 









CHEST FREEZER DATA CABINET DATA 
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+ en ee 1g —_—— ——$ $$ <—_—_ ——_—_ z en ee — 7 a omen —p— —— 
| 4 4 ] 5 Deep capo- Upright Upright Upright White White X x 66-3/16 2 bs. $259.95 
‘ pat city (Book fF 4 irked a _f witht of : a : = eo een Led Sate te! 
See 2 3___type) a blue trim L “ 71-15/16 [32 (25-378 | $289.95 
i 4 ac) EE TE —— aT 1. _...5 Bescon 83/8 | $179.55 
3 4 ae a : ; | EE Be ET: | |_| 61-3716 [28 8-3/8 | $199.95 
me a eS ei tT — es es 1 
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UFD-21 


UFPD-12-61 


UFPI-17-61 


CAPACITY 


Thickness 


Ld 
a 
— 


— DEEPFREEZE Amono Refrigeration, inc., Amano, lowa 
F 


ilt-Ins, 2012 N. H@riem Ave., 


bers 
Built-in 


icago, Il 
Auto r 


F rest- 


Under 
Counter 


k & Co., 625 S. 
Fr 


St., CHlicago, II. 
Varies 


less 
(heater, 
Time 
control 
\ 71 Monuo! 
30.0 1050 Manuol 
i | . (1) front 
F figidaire Div., General Motors, Dayton, ORio 


Fr Manual iol Fr 


20.52 718 

11.79 412 Auto. Frost 
l roff ( 
16.82 588 per day) 





CFB-20 


HUX-11V 


CA273V 
CA373V 


CAZ7EV 


CA376V 


CB245V 


| 18 | 658 


4 ‘a Manual 


19.55 684 


Louisvill 
Monuol 


Ky. 
Fibergias {| 3" 


General Electric Co., 
Up- 


11.9 416.5 


13.7 
13.0 


Monuo! 
rost-4}) 
Guord 


480 


“Manual 


18.6 651 rost-(1) 


Guard 


595 Monual 


(1) Hetgas Reverse Cycle —once a day defrost — 


Gibsoa Refrigerator Div., Hupp Corp., Greenville, Mich. 


8.8 307 Up- Monuo! | Fiberglos | 2-1/4-3" 


F ree- 





G-414-F04 


13.2 46] right stonding | Manual 


INSULATION DATA 


Location 


Varies 


& hinges — 


UPRIGHT 


FREEZER DATA INSTALLATION DATA 


Location of 
freezing surf. 
Cold injector 
or blast ond 
location 


Flush 


in oir 
shelves vented 
and bock at 
(62 cfm) 


ube 
coil & 
shelves 


tondord Balloon 


{2° (2) Scolors avai , pink, lyellow, tu 
Top & Flush 
ives S 


Shelves Semi 


Bottom of | Rear 


liner oir duct 


| Outside i 
liner 


| Sides & 
ast 
Freeze 
| Shelf 


Balance 
Lid 





—_+- 





Top & 
Shelves 


rot 
Liner 


an 
Blown 
(60 cfm) 
| Top & | | 
Shelves 
| r Fan 
| Liner | Blown 
| | (60 cfm) 
Top 
| Lid 


Counter 
Bolonced | 
Lid 


| Around 
| Liner 


llel tubing (2} Yellow lidliner & breaker $trips, alum. liner 


Com Both 
pres 


~ . Se eee 


Semi 
con 
cealed _ 
Flush 
swing 


All 
| shelves 








G415F0) 


13.3 465 Frost 
clear 
(Kev. 


cycle) 





G316-F01 


usuaRi | 


15.4 Monuo! 


132 





U514R2 


13.0 


- = 





V518R) 








tot a 


18.0 





V522R3 


21.8 





H-516C1 


15.3 





Blast 

rear of 

liner 
_| near top | 


Flush 
bock & 
sides 


| & Every 
Other 
sidewall! 











H520C1 


19.7 





H524C1 


23.1 























j 7 1 


TS walls 
plus 2 


ih) 


T Flush 
(2) | Sides 
“T Flusn 
ae eT 


(1) 

i) | 
All walls 
plus under| 
2 shelves 





— Ss 


shelves 





All walls 
p lus 








Tbhottom 
i l 





(1) Evaporator is one continuous aluminum plated shaped in 


Tubing or coils are part of plate itself 


serpentine pattern to form shelves 


(2) 6-1/2 |b. ice storage area and automatic icemaker 
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SHELF DATA Py CHEST FREEZER DATA CABINET DATA DIMENSIONS 





Fast freeze 

compartment 

& capacity 
SUGGESTED 
RETAIL PRICE 


levelers 
































No. Refrig. 

Bulky package 

storage 
Exterior 
Colors 





























3-Juice 


Can holders 
& Bookshelf 


uice con 
Holders 


Rock 2 Juice ss White 


4 package Liner, 
Yel 


Basket Bookshelf = Door 
iner 


Breaker 
Strips 
30-1/2 }30-1/2 


30-1/2 |30-1/2 


2 wire Counter 60 28 
Balanced 


(3) RH model also 4 colors ava : white, yellow, gre@n, brown. 


pockage 


4 package 


5 package 


pockage 


29, 1961 





UPRIGHT INSTALLATION DATA 


CAPACITY INSULATION DATA FREEZER DATA 


Thickness 
Location 
Location of 
freezing surf. 


o 
sa 
— 


Hotpoint Div., General Electric, 5600 W. Taylor, Chicago, III. 


Fr | T 
403 Fiber Bottom 


473 (i) Back 
- (3) Bottom 
Comp't. 


4 sides 


| j 
elvinatoy Div., American Motors Corp., 14250 PI Rd., Detroit Mich.) (3) 2 
350 i U Moanuo! Fiber 2-1 . Shelves 
r | t 
460 No-frost 2-3/4" 
(Rev. 


637 | Monual 2-1 
3 
630 Up- . 

} right 


i . | (4) 3° sides & ends, 3-1/2 in. bottom 
Magic Chef inc., Clevetand,| Tenn. ; 

| F rost- 
r less (Elec) 


Chest 
Chest 


Cold injector 
or blast and 


location 


Counter 


to n (2) inated contain glass fiber & R-12 
—Top refr. shelves, bottom has r 
In shelf Flush Balloon Opt. 
Si 
| Fon Top 
Ctr. (75) 
cim) 


Bottom of 
sto | 
area 


Manitowoc Equipment Wks, 621 Quay 4 Mani is. (1) 1 plate iq top & 5 refrig. wire shelyes 





F | 


FG190 17.88 626 
FG220 21.08 740 


20.57 720 


Marquette Corp., 307 E. H n Ave., Minneapolis 3, Minn. 


VF 1561 | U F ree- Monuo! Felted 3-1 
VF 186) | ‘ F 
VF2261 


(Heot Fr. 


HF 


Top 
Back & 
All sides | 





HF 2261 


Montgomery Ward Co., 619 W. Chicaga St., Chicago, III. 


Up- F ree- Gloss 
right standing Fiber 

















Chest 











Chest Poly- 
urethane 








Up- Gloss 
__right _ Fiber 











Chest 








Up- 
right 





Chest 





Up- 
right 








Chest 











Nor+Loke, Ind., 2nd & Elm Sts., Hudson, Wi 








= 








665 Up AF-130 


Back, | Edge Rubber | 





770 right Arm- 


Top, Edge Rubber | 





175 strong 


sides, | Flush Rubber 
shelves | | 








700 


Flush Rubber} 








595 





Flush | Vinyl 





980 











Flush | Vinyl 
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SHELF DATA SHELVES CHEST FREEZER DATA 


CABINET DATA 


OVERALL 
DIMENSIONS 








No. Refrig. 
Bulky package 
storage 
Fast freeze 
compartment 
& capacity 
Dividers 




















Interior 




















levelers 


Floor 








SUGGESTED 
RETAIL PRICE 














5 (1) Bookshelf 


4 (1) 


can racks. 13-juice can 


cu. 


(2) Wire juice (11 cans), bookshelf storage 





(3) 1 e can rack. 


3 counter- Ice blue White 
lift-up retainers on all uprights. 


Blue 


White 





l wire 


2 wire 
(1) Juice rack included. 


Package 











1 wire 
wit 
2 wire 


(2) Stainless steel rim 


Blue White Light! X 


36-11/1 


151 | 29-1/2 


| 38-3/4| 36 $289.95 





B 
White 





Blue 











_X 88 lbs _ + 
X 88 Ibs 


MAY 29, 1961 


: ter 
Balanced 


| 36 | 27-1/2 | $289.95 


30-3/ 5 


28-1 /2} 


Toya 57 «| ($188.77 


68-3/4 | 35-3/ 





1 
1SFV14 
21FV14 


ISFH22 
425 


CAPACITY INSULATION DATA 


Thickness 
Location 


on 
ao 
— 


iico Corp., "C" & Tioga Sts., Philadelphia 34, Pa. 
| 


490 
635 
748 


frez inc.,| 105 Ock Place, Fand du Lac, 


F ree- 
} 





Revco lac., Deerfield, Mich. 


12.4 435 Chest 
13.7 


Manual 
Monual 


Modular 
Modular 


Built-in Monuo! 


rost-free 


Westinghouse Electric ‘Corp. Colunjbus, Oh 


333 F ree- Vories 


Monuo! 





Push- 
button 











hirlpoo! Corp., St. Joseph, Mich. 
Manual 


right standing | Out 


Up F ree- ibreglass | Ihrough 


No-frost_ 
Manuo! 





Manual 


No-frost 





Monuo! 


; Shelves, _ 


UPRIGHT 


FREEZER DATA INSTALLATION DATA 


Location of 
freezing surf. 
Location 
of coils 
Cold injector 
or blast and 
location 


Recessed 


| 
Balloon 


Balloon 


Balloon 


it-in - | “Either 
¥ netic Either 


Built-in 
lush 
Back & 

Sides 


| Top & 


~~ | Shelves 


Flush 
sides (1) 


Shelves, Gravity 
Liner, 
iT 

[1 op 
}Full-oir 


Liner, rfoce 





Fuil-ir 

+ 

| Shelves, int. 
Liner, surface 
[Yop _ 


Gravity 





+ 
7 


t 
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DOOR 
SHELVES 




















OVERALL 
DIMENSIONS 


SHELF DATA CHEST FREEZER DATA CABINET DATA 
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i hrome, 
Yellow, 

f Brown 

1 Green 

a Pine 


___ Package 
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| } i 
3 | at) ; xX 2 Package . ie | Blue White. x 59 24 26-3/8 
3 4h) 1 “ii3’*> oe aa I a | 60-1/4 | 30 26-3/8 
a |) Sy hingel} | 7(2) down | X | 64-1/4 | 30 26-3/8 | 
front | vocks | | cs 
¥ 4 i ile 7 (2) | 
(? Roll i | 
id out | 
. Pace bask a 1 | | 
4 4(ql)) 1 9 (2) X 66-5/8 | 33 29-3/4 
glide 
out 
bosk. | W ¢ ’ : 
f ee oe en 1 wire counter | Hasp i 2 4) 32-1/2 
Ph i xo Sti. 2. Un eee Te : ty Balanced | ; 37 1 55 32-1/2 es 
RT 2 i Sy oe SN v self align. 37 70-1/2 | 32-1/2 
LS Dente aS 7 X X 7 55 32-1/2 
icity inmel Oi | = | ‘cee ST mn : % 7 X X 37 70-1/2 | 35-1/2 
“4 
i, T ' 
4 3 x 4 Bookshelf 3 shades | White - 59-3/16 | 26 30-7/8 
% | Blue 
4 4 4 is faa ee | hae oe § x 61-3/16 | 32 26-13/16 
ek £28 ee ee eee et Ce ae eee ee Oe ee X ie 2-1/4 | 32 26-13/16) 
5 4 72-1/4 | 32 30-15/16| 
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a ut | a heen a Counter | pe a & x ax sit 36-15/16| 54-7/8 | 32-25/32) _ 
" SSS Se. Ee Soe Sse Ree | Balanced _| bas ——|— 3615/16 | 59-3/4 | 32-25/32) 
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29, 1961 


GENERAL DATA 


Inc., 19-26 
Dial 


en 
25 


Nati 
1) 


| Refrigeration Co. 
Under 
f 
1) 
lowa 
.62 ¢ 


Amano Refrigeration, Inc., A 


49 l) Semi-outo 


rphy-Richards, Inc., 232 S. Yon Brunt $ 


Fr 0 


| 


2.0 Portable 


| 


Box 712, M 


Dial 


ie 


Glasco Gorp., 1520 W. 5th St. 
20 


5 (lL) 
Kefvinotor Div., Americ 


Free-standing 
& Under counter 


n Motors Carp., 1 
Dial | 24 


rp 


o 
F 


King) Refrigefator Co 


| 


tond! p 35 


20 


1) Also undeg counter 


arvel Industries, Inc., Sturgi$, Mich. 


4 Free-standing 


MR1038 


or Built-in 


Monitor Equipment Corp., W. 249th 


Springper-Penguin, Inc., 


+ (1) Modular ‘¢? 
n (1) 


(i) 


U 





Alaska Enterprises, Inc.,|45 S. Broadway, 


oncing 


RECORD 61 


free-st 


cid 


POLAR BAR 
~ CONSUL 81 








Robert Pilfol@ Associates) inc 


aia} 


free-standing 


2 2eeaecanE Beverage-Air Co., Spartanbgrg, S.C. 


PC215 
PC21S 


5 eos free-standing eon tn 
3 , Legs ree-StOne SEM -Outo 





PC21S 





ve2is 
vC21S 


veus 





~ DD24S 


FREEZER COMPARTMENT 


Englewood, 


34th Ave.,|Long Island 


CRISPERS CABINET SHELVES DOOR SHELVES 


Cheese keeper 
or dairy bar 


Tall bottle 


St., Astoria 5, N.Y. 
9 


(1) Combination with 


ges, sinks, 


u. ft. 1 grid l 


(1) Free standing,j under c 


mf 


(i) 


34) Rock 


(1) utility 


Ind. 
2 Alum. 


buiff-in, under dounter, pdrtable casters), modular 
| 


4250 PI mouth Rd., Détroit Mich 
2 Alum. 1 (6 Ibs.) 
Plastic 


rid 


76-02 Wdodhaven Bivd., Glendale 27, N.Y. 


2 Plastic 


A under cou 


(2 


2 


., New Yorki71 


ty 6, New York 


2 Shucker 


Yonkers} New York 


2 











., 39-39 6Brd St., Woodside 77, New York 
10 ee plastic, | 
lolum. _ 


1-.25 
cu. ft 
1-.32 
1-.34 


cu. ft 
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CABINET INSTALLATION 


Type exterior 
Location 
Flush sides 


External 


Bottom 


Sq. Look Bottom 


. Looki4) 
00k 
Period 
Look 


Period 
. LOOK 
r 


(4) Plastic cabinet] all others 
] 
] 


Sq. Look 





Drop Door | __ 
. Look 


Around Chrome 
Freeze 


Straight Line 


MAY 29, 1961 


DATA 


Plastic 


Rubber 


Magnetic 


left opening 


INSULATION 


Type and 


thickness 


Exterior 


Fiberglass White 


Rock Woo! Type 


2-1 


(2) 
(2) Wood gr 


Fiberglass White 


Gloss Wool 
& Urethane 


Fiberglass Gray or Wh. 


(1) Pink, yel 


(3)X 


(3) Stainless 
White(1) 


(1) Door 


White 


Groins 


(3) Decor 


White, 
Moh. 


Wh., Chinese 
Red, Yellow 
Green 


Oak 

ainut 
Yellow 
Blue-Green 


Grey & Wh. 


DATA 


OVERALL 


Floor ievelers 
Interior colors 


a top. 


33-1/2 


21-5/8 


DIMENSIONS (in.) 


Width with 


26-3/8 


21-1/4 


Whi 34-1/2 


Wh. &| 34-1/2 
BI. G 


, turq p< 


| decor 
34-3/4 


ite orc r colors 


19 


Block | 34-5/8 


White} 31-1/2 


Is also avdilable all models 


26-3/8 


26-3/4 


34 


24-1/2 51 
(2) $277 


with stain 


23-7/8 27-7/8 23-7/8 


26-1/8 22-5/8 


21-1/2 21-1 


24-1/2 22-1/2 24-1/2 


1/2 


Suggested 
retail price 


$223.50 


$277.50 


$237.50 (2) 


steel door 


$119.95 
~ $159.95 _ 
$179.95 


$149.95 


$179.95 


$430.00 


35,00 


$129.50 


$139.50 


] 


$179.95 
Up 





GENERAL 


ropa International, Inc., 


(1) (4) 


16 


a” @ 


“vismaie Doi 


(2) 

(1) a... 
a a 
(5) say 
__, aed 
(1) (3) 

a eR 
(1) (3) 
A Se 
SE eo 
_ RE EES 
_.. SES Sere 
(8) ts 


(1). Free-standing. (2) Built-in. 


GENERAL 


Queen A 
112 
4. 
5 


5th & Perkins, Muncie, ind. 


(4) 


(4) 


(6) 
(4) 
4) 
(4) 
(4) 
(4) 


(4) 


iates, 


. 32nd St., 


Dial 


DATA 


Fr 


(3) Under counter 


FREEZER COMPARTMENT 


York } 


U- 


(4) Portable 


ross 


INSULATION 


Lf 
in 


(1) |All models have | basket and 


4 


(5) Modular 


Thickness 


2-1 


-plastic linet 


(6) Wall-mounted 


GRISPERS CABINET SHELVES DOOR SHELVES 


Cheese keeper 
or deiry ber 


(7) 4gas burners (8) Wood bar refrig. 


DATA G8 8 € RF At DATA 


_ 
an 
= 
o 
= 
= 
nn 
o 
@ 
— 

= 


Location 
Location of 
Location 
of coils 
Installation 
Right or 
left door 


inc., City Line Ave.jat 52nd St., Bala-Cynwyd, Po. 


ea ee 





Back 


(2) Net weight 112 Ibs. 





4.36 152 (1) 


| Fiberglass 


2-1/2 


Top, Bot. | Rubber 


Sides, Back 


In Shelves (2) 


4 
} 
| 


|} Flush 





King Refriggrator Corp., 7602 Woodhaven Blvd., Glendale, 27, N. 


7 


i 
i 
j 


Y 


T T | 
(1) Free-standing, built-in, under counter, portable (with casters) or modular. 





5.0 170 


Under Range 


+ 


Rockwoo! 





2-1/2 


Top, Bot., Shelves | Bottom | All flush | Flush Magnetic 





LBF28 6.0 195 


(1) 





‘Rockwoo! 


| 2-1/2 


Sides, Bock | Shelves | Built-in | Flush Magnetic 





: * - 
(1) Upright, free-standing, built-in, under counter, modular 





1043 4.35 150 


Under counter 


or free standing 


| Foomed 
| Polyurethane 


Walls 


Flush sides 


90° 


“Magnetic — 





oP So moniion 


Equipment Corp., 640 W. 249th St., New York 71 | 





41 140 


(1) 


| Glasswoo! 


£. 


Top & | Bock Fiush sides Magnetic 





4.1 140 


Uropa international, Inc., 16 W. 32nd St., New Y 


(1) 


} Glasswool 


rk | 


* 


, Bo 
Sides, Back 2 Shelves Back | Flush sides Magnetic 


) Upright, freg-standing, built-in, under counter 





FRZ 41/35 4] 14.0 


(1) 





+ , ——— + | = 


| 2) | Flush sides 





Magnetic 





(1) Upright, built-in, under counter 


(2) Back, top, sides, under grid shelves 


(3) Has 3 ice trays 
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INSTALLATION DATA INSULATION OVERALL DIMENSIONS (in.) 


Flush sides 
Floor levelers 
Interior colors 
High 

Suggested 
retoil price 


1 


Cabinet | & White 42 21-1 


(9) Also invory, green, blue, gray, rose and walnut and mahog. stains. 


SHELF DATA DOOR SHELF DATA CABINET DATA OVERALL DIMENSIONS 


Floor levelers 


o” 
— 
= 
o 
he 
= 
4 
a 
a 
— 
SS 
— 


Exterior 
colors 


frigerated 
Suggested 
retail price 


$159.95 


GroyorWh.| Yes $299.50 
$340.50 with 
| St. Steel 


Juice can & Gold & Yellow St. Stee! $399.95 
on Y 


Pockage and Can 


Juice and Pac 


$189.95 
Juice j 


White 23-3/4 $169.95 











On this page you will find the results of spe- 
cial EM WEEK research. Use this information to 
answer your customers’ questions, anticipate 
their desires, and sell them on the important fea- 
tures of your own line. 


FOOD FREEZERS 

All the revolutionary engineering and design 
changes of the past few years which have affect- 
ed refrigerator-freezer combinations (EM WEEK, 
May 18, p24) have also been added to standard 
freezers. 

And in some cases, many no-defrosting and 
new insulation features were first introduced in 
top-of-line upright freezers before they were in- 
corporated into combinations. 


Horizontal chest freezers are still in demand, al- 
though you will find a consumer preference for 
uprights reflected in the specifications on preced- 
ing pages. 

Your best prospects for chest freezers today 
are institutions and suburban and farm dwellers. 
Where lack of floor space is not a problem, the 
usually larger capacities of chest freezers appeal 
to customers. 


In upright freezers these 10 features will help you 
ss. 

1—The complete removal of all frost from in- 
side the unit. (This feature is variously called 
“No-Frost,” “Frost-Off,” “Frost-Free,”’ “Frost- 
Clear” and “Free-O’-Frost” in the preceding spec 
sheets.) Point out to your customers that pack- 
ages never accumulate ice and never stick to- 
gether. 

2—Chemical changes in insulation materials, 
such as Freon-foamed polyurethane or special 
fiberglass laminates, have reduced the thickness 
of walls enough to provide greater interior stor- 
age capacity. At the same time, these new kinds 
of insulation are proving to be more effective 
in “keeping the heat out and the cold in.” 


CLIP THIS COUPON FOR EXTRA COPIES 


3—Cold-injector freezing which circulates be- 
low-zero air around the frozen food stored on 
shelves and in doors. In this system cooling coils 
are located behind-the-Scenes at top, sides, bot- 
tom and back of the cabinet. 

4—Flash freezing—accomplished by additional 
coils directly under certain shelves. 

5—Grid type shelves. They help cold air flow 
throughout the entire box. 

6—Automatic ice makers. 

7—Bookshelf door storage. 

8—Automatic package and frozen juice can 
dispensers which keep stored items in rotation— 
the package in the longest is the first to come 
out. 

9—Ice tray shuckers and party-size ice cube 
bins. 

10—Pull-out baskets for bulky and oddly 
shaped packages. 


Sell the advantage of long-range food preservation 
and storage. 

For the prospect who, from time to time, has 
rented a freezer locker, your pitch could be that 
with a freezer of her own she will gain ready 
accessibility. 

For the prospect with a growing family, your 
pitch could be that a growing food intake calls 
for saving money by purchasing food in quantity 
lots and storing it for long-term use in a freezer. 


STANDARD REFRIGERATORS 

It is important for your customers to under- 
stand the difference between standard refrigera- 
tors and refrigerator-freezer combinations. 

Combinations provide fresh food storage plus 
long-term frozen food storage at zero degrees and 
below. 

The standard refrigerator, on the other hand, 
is designed to provide fresh food storage and 
short-term preservation of a limited amount of 
frozen food. The evaporator compartment, locat- 
ed full-width across the top in 1961 models, is 


primarily intended for ice cubes, some meats and 
juice cans. 


No-defrosting can be found in just a few standard 
refrigerators. Dial, manual and automatic de- 
frosting are common in the majority. 


Storage capacities range from 8 to 17 cubic feet; 
12 cubic feet is most popular. 


Ice trays are aluminum or plastic. Some models 
have both. Others have mini-cube trays and ejec- 
tors. 


Flush-back installation is not as prevalent in stand- 
ard refrigerators as in combinations. All, how- 
ever, have the squared-off, built-in look with 90- 
degree door hinges. 


Swing-out shelves are available in few models. 


Colors on the interior of most models are delicate 
pastels with anodized silver or gold trim. Some 
top-of-line models come with exterior colors. 


Refrigerators without freezers—for homemakers 
who already have adequate freezing capacity— 
are available from two manufacturers, Gibson 
and Philco. 


COMPACTS— 
REFRIGERATORS AND FREEZERS 


Most compacts have 5 cubic feet or less storage 
capacity, although you’ll find in the preceding 
specifications some 6-cubic-foot units. Their size 
makes them ideal for unusual location—under- 
counter, in-wall, countertop, wall-hung. Some 
models come with casters and are readily port- 
able. 


Sell compacts for every room in the house. They 
were conceived for other-than-kitchen use. 

Sell compacts to meet the growing trend for 
families to cook and eat all over the house, on the 
patio, by the poolside and in the yard. 

Compacts can even be loaded into the car trunk 
or station wagon and carried to any picnic area 
that is equipped with electricity and extension 
cords. 

Don’t forget to go after the family which has 
a summer cottage, guest house or basement play- 
room. 

And in any case, give special attention to the 
business executives on your prospect list. A re- 
frigerator in your own office should give them 
ideas. 


Snob appeal is the basis for many sales of com- 
pacts. Some manufacturers are helping this along 
by endeavoring to limit distribution and main- 
tain high margins. 


Many units are foreign made in Germany, France 
and elsewhere. This also adds to their prestige 
in the eyes of certain customers. 


Exterior design runs the gamut from miniature 
copies of standard free-standing models to com- 
bination range-sink-refrigerator units for small 
kitchens. Many compacts come with elegant fin- 
ishes—Chinese red and wood graining fit in well 
with modern living room decor. 

One model even provides for draft beer cooling. 

Most are standard compressor type units, but 
a few are absorption type. Dial defrosting is 
most common. 
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..1S fepresented at the factory by a Dealer Council, active appliance 
dealers who consult and advise in matters affecting dealers 


as the backing (in writing) of a billion dollar corporation — 
in a joint pledge of quality, honesty, and fairness to his community 


..speaks directly to millions of prospects on network television — 


..HAS THE MOST VALUABLE =. 
FRANCHISE IN THE APPLIANCE INDUSTRY 


paid for by a company that advertises its dealers ...not just itself 


..Sells the biggest value in Frost-Free refrigerators today ae 








* The new Frost-Free Model RGB-13 gives refrigerator prospects 
freedom from defrosting . . . at a price any family can afford. It’s the 
leader in the most complete line of Frost-Free refrigerators in the 
industry. Top-mounted freezer, bottom-mounted freezer, Center 
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Drawer models . . . if a Westinghouse Dealer doesn’t have it, it prob- 
ably hasn’t been invented. For details on the industry’s most valuable 
franchise, call your Westinghouse distributor ... or write Dealer Devel- 
opment Dept., Mansfield, Ohio. You can be sure .. . if it’s Westinghouse. 


YOU! 


wien vourea Westinghouse dealer 











THE LEADERSHIP LINE LEADS AGAIN! 











The quality goes in 
before the name goes on 
® Z 
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‘new products 


WESTINGHOUSE Announces 
A High-oven Range 


A new electric range with many 
advanced features and styled with a 
combination of chrome and _ black 
glass is being introduced by the 
Westinghouse Major Appliance Div. 
The ‘‘Medallion” oven No. KGB-30 has 
an eye level oven behind double- 
paned, heat-tempered black glass. Its 
4 cooking surfaces are on a retracta- 
ble platform that can be pushed back 
against the wall so that only 2 cook- 
ing surfaces are visible and accessi- 
ble. The 2 disappearing units are 
hidden beneath a pantry shelf of 
stainless brushed chrome. Controls 
for each of the 4 surface units are 
the dial type which permit the user 
to select the precise heat needed. 

When oven is not in use, the dark 
glass enhances the unit’s appearance. 
It looks like a high style cabinet. The 
pantry shelf below the oven and be- 
hind the surface platform is availa- 
ble as a servicing and storage area. 

The side mounted control panel to 
the right of the oven door has chrome 
controls on a deep blue background. 

Cleaning is no problem with the 
Medallion’s 4 plug-out surface units. 
The oven bake and broil elements 
also plug out. 

An automatic surface unit, acti- 
vated by setting the control at proper 
cooking temperature, keeps foods 
from burning, even if pan boils dry. 
There are 2 timed appliance outlets, 
1 on each side of the range. West- 
inghouse roast guard cooks meat and 
fowl to the exact degree of doneness 
and holds them until meal-time. 

3 rotisseries are available: (1) for 

roasts, chicken or turkey, (2) for 
Cornish hens or spareribs and (3) 
for kabobs, etc. 
No.’ KHB-30, also available for the 
more modest budget, is similar in 
appearance and convenience to the 
KGB-30, but does not have the roast 
guard, rotisseries, automatic surface 
unit, 1 appliance outlet and platform 
light. Westinghouse Electric Corp., 
Major Appliance Div., Mansfield, 
Ohio. 


WESTINGHOUSE ELECTRIC RANGE 
NO. KGB-30 
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MUNTZ Introduces 3-Way TV 


An economical new 3-way televi- 
sion console, combining in a single 
cabinet a 23-in. TV screen, a 4-speed 
phonograph with stereophonic sound 
system and an AM radio, No. 23CPIM, 
has been introduced by Muntz TV, 
Inc. 

The TV screen is pre-focused for 
sharper and brighter pictures. Muntz’ 
circuitry is hand-wired providing 
maximum freedom from servicing 
problems. 


Full balance control enables the 
user to play either of 2 speakers, or 
mix them to any degree for desired 
stereophonic sound effects. 

The 4-speed automatic record play- 
er operates at 16, 3314, 45 and 78 
rpm. 

Finishes are available in mahog- 
any and in blond oak. The console 
stands only 31% in. high and has a 
depth of 16% in. It is 40-3/16 in. 
wide. 

Price: $219.95. Muntz TV, Inc., 1000 
Grey Ave., Evanston, IIl. 


TV-PHONO-AM RADIO NO, 23CPIM 




























$24.95. 
new products CONTINUED Bloomingdale, 
DORMEYER Housewares = 


Two new products have been add- 
ed to Dormeyer’s electric appliance 
line: No. CP-40-CH Coffee Center, 
an automatic percolator urn, and No. 
SK-5-BU Buffet Skillet. 

The percolator urn has a 10- to 40- 
cup capacity, and features fingertip 
control pouring spout, perfect perk 
selector dial and an automatic signal 
light. 

12-in. forged aluminum skillet makes 
it possible to fry, stew or bake, and 
then serve right at the table. It has 
an adjustable steam vented cover. 
Can be completely immersed for 
cleaning. Its removable probe control 
is adjustable up to 425 deg. 


Prices: Percolator, $39.95; Skillet, 


Dormeyer Corp., 
Chicago. 


5610 W. | PRIZER-WARE Grill 


like them. 


place grate for indoor use. 


to provide utility and long wear. 





This newly designed, oval wheeled 
grill turns out steak, hamburgers, 
hot dogs when, where, and as you 


Feature is a meat juice well which 
permits basting. With legs intact, 
grill may be wheeled from person 
to person and place to place on patio. 
With legs removed, it sits on fire- 


Legs and cooking surface are tur- 
quoise baked-enamel over cast iron; 
firebox and utility tray of black por- 
celain enamel over cast iron are said 


2 models are available. No. 25-FE- 
LWS measures 12x18 in. across top 
of grill, stands 25 in. high on legs. 
No. 30-FE-LWS measures 17x22 in. 
across grill top, stands approximate- 
ly 25 in. high on legs. Grills are also 


available without wheels, utility 
tray or lock handle. Prices: No. 25- 
FE-LWS, $33.95; No. 30-FE-LWS, 
$39.95. Prizer-Ware, Box 1392, 


' Reading, Pa. 


»~y 








SYMBOL OF 
OPPORTUNITY 





Here’s what “Project Prosperity” can mean to you: 


1. The greatest sales opportunity in the history of our 
country is here, right now. Why? Because Gross Na- 
tional Product, Gross National Income, Personal In- 
come, and Personal Savings are all at record highs. 
Now is the time to make your move. Your customers 
are able to buy—are you ready to sell? 


2. It’s your opportunity to join the team when the great 
home furnishings industry leads the way to increased 
sales and profits. 

3. Outstanding industry leaders will be at the June 


market. What an opportunity to have them help you 
plan your own “Project Prosperity.” 


Now is the time to accent the positive with a forceful, aggressive sales plan. The right goods 
at the right price are here at The Merchandise Mart. This is the right time and 
the right place to fill your wagon and join “Project Prosperity.” 


Don’t miss “Project Prosperity” at The Merchandise Mart in Chicago, June 18-24 
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BVI Sprayers 


Two electric 
nounced by Burgess, 
and BVI VS-855. 

BVI VS-850 with a triple nozzle turret 
uses a click stop to “dial” a fan- 
shaped spray for large surface paint- 
ing, a circular-shaped spray for gen- 
eral painting, or a “fogging” spray 
for garden and insecticide spraying. 
Sprayer is completely self-contained 
and has a reciprocating type motor 
in a shockproof head. It.can be plug- 
ged into any outlet and \will spray 
paint, enamel, varnish, light oils, 
garden sprays and insecticides. 

BVI VS-855 standard sprayer has a 
sapphire nozzle which produces a 
round spray for general painting. 
Price of deluxe turret nozzle sprayer, 
“under 20”; standard, “under $13.” 
Burgess Vibrocrafters, Inc., Grays- 


lake, Ill. 


sprayers are an- 
BVI VS-850 








DAZEY Can Opener 


Dazey Corp. announces Americana 
No. 7802, non-electric can opener 
with lacy black wrought iron ‘“an- 
tique” hide-a-way case. Door swings 
open revealing can opener. Cuts 
smoothly. $9.95. The Dazey Corp., 
New Britain, Conn. 
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to help you in your business 








GRAND Portable Lift 


New portable lift which can be 

quickly disassembled and assembled 
again in less than 2 min. is an- 
nounced by Grand. Lift is capable of 
holding and transporting office ma- 
chines, air conditioners, appliances 
and other loads which may weigh up 
to 400 lbs. 
Erect-A-Lift has been specially de- 
signed for servicemen and installers 
who can now conveniently carry 
their own lifting machine in car 
trunk, back seat, small truck or sta- 
tion wagon. Can lift load to 31-in. 
height. Other models with different 
load capacities are also available. 
Grand Specialties Co., 3101 W. Grand 
Ave., Chicago 22. 





Insect Electrocutor 
Business Sign 


Ram announces a combination insect 
electrocutor and business sign. Black 
light of the electrocutor attracts 
flies to a cadmium plated steel grid 
charged with 40v of current at 10 
milliamps. The multiple flashes that 
take place as each insect is extermin- 
ated helps arouse curiosity of pas- 
sers-by and provides impact to the 
advertising sign located below it is 
claimed. 

The sign feature is optional at ex- 
tra cost and can be furnished blank 
or lettered with a dealer’s advertis- 
ing message. 

The unit operates on 40w, 120v, 60 
cycle ac; case is vinyl plastic. Sign 
weighs 1 lb.; overall weight, 17 lbs. 
Ram Meter, Inc., 1100 Hilton Rd., 
Ferndale, Detroit 20. 


ADV. 


ERTISING 
SIGN 








G-E Tool Toter 


“Tool toter” has a 2-sided rack for 
tools as well as trays for components, 
small tools. Also useful on service- 
shop work bench. General Electric 
Co., Owensboro, Ky. 





A Shopmate ‘“‘Twist-Lock’’ with 1 basic 
power tool that, with a few acces- 
sories, becomes a complete power 
workshop—jig saw, power drill, sand- 
er, rotary saw, grass trimmer, hedge 
trimmer, grinder, polisher, and buff- 
er is introduced by Portable Electric 
Tools. Power source for “Twist-Lock”’ 
is a 44-in. precision drill with geared 
chuck and key. No. SD-2500 with 
14-in. geared chuck drill is available 
in 2.9 amp featuring a ball thrust 
bearing for heavier loads. 

Prices: SD-250, $19.98; Basic Twist- 
Lock attachment, $10.95. Portable 
Electric Tools, Inc., 1200 E. State 
St., Geneva, Ill. 


“Kwik-Klip,”” a CBS tool for quick and 
easy TV antenna lead replacement 
and repair is announced by CBS 
Electronics. Kwik-Klip provides 1- 
hand, clip-on operation to improve 
reception and restore original signal 
strength. CBS Electronics, Danvers, 
Mass. % 


New gooseneck version of Inspector 
magnifying lamp No. M-4 is avail- 
able from Swing-O-Lite. Lamp is es- 
pecially suited for precision work in 
places where space is limited such as 
work in labs, shops and assembly 
lines. Combines a 22w, shadow-free 
Circline fluorescent lamp with a 5-in. 
diameter precision-polished magnify- 
ing glass that has a 13-in. focus. 
Gooseneck stem is 15 in. long. Swing- 
O-Lite, Inc., 18 Moonachie Rd., Hac- 
kensack, N. J. 


New range and dryer cords have been 
introduced by Carol Cable Co. A com- 
pact plug is only half size and weight 
of ordinary types and fits flush 
against receptacle. Flat cord permits 
flexibility and ease of installation. 
Carol Cable Co., Pawtucket, R. I. 
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These outstanding industry leaders 
join “Project Prosperity” 






R. E. BROOKER, 
President, 
Whirlpool Corporation 


JUDSON S. SAYRE, 


Chairman of the Board 
and Chief Executive Officer, 






J. W. Cralie, 
Vice-President and General Mgr., 
Westinghouse Electric Corp., 
Major Appliance Division 


Ross D. Strracusa, 
President, 
Admiral Corporation 


Norge Div. of Borg-Warner Corp. 


We heartily endorse PROJECT PROSPERITY! It 
is this type of positive thinking which will provide the 
impetus for an all-out sales effort beginning in The 
Merchandise Mart, June 18-24. 


We pledge our whole-hearted support to this effort, 
and look forward to helping you plan for greater sales 
and profits in the days ahead. 


IT’S TIME TO ACCENT THE POSITIVE. 





C. G. Ey, 
Vice-President Marketing, 
The Maytag Company 





JAMES M. SKINNER, JR., 
President, 
Philco Corporation 





Don’t miss this all-out drive for sales. Attend The International Home Furnishings 
Market at The Merchandise Mart, June 18-24. It is important to you and your firm. 
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new products 
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STANTHONY Barbecuer 


New Stanthony portable electric 
barbecue unit, Electramic-Broiler 
No. 6115, may be used indoors or 
outdoors without special wiring. 
With a compact depth of 3 in. over- 
all, the unit uses 1650w, and comes 
equipped with a three-prong plug and 
grounded adapter for outdoor use. 
High radiant heat is achieved with 
Stanthony’s ‘“cerra-coals’” a hard 
and dense ceramic refractory that 
does not absorb grease. “Cerra coals” 
reduce flareups and are washable. 

Entire barbecuer disassembles in 
seconds; parts requiring cleaning fit 
easily into sink or dishwasher. 

Accessories include motor and 
spit rotisserie attachments and a 
cutting board insert which fits into 
countertop. Stanthony Corp., Los An- 
geles, Calif. 





GAFFERS & SATTLER 
Built-In Ovens 


The new G&S gas and electric 
built-ins feature 20-in. family-size 
ovens, full view windows which per- 
mit all-angle visibility, removable 
doors, non-tilt racks that slide out 
full depth of oven, interior light, 
automatic clock. 

No. 960 gas oven has “Flame Master” 
low temperature oven control from 
warming to fast broil and a full pull- 
out broiler. 

No. 260 electrc oven has a separate 
thermostatically controlled warming 
oven for keeping foods warm and 
quick defrosting. 

Both ovens are available in 7 dec- 
orator colors—coppertone, pink, yel- 
low, white, turquoise, brushed chrome 
sandalwood. Gaffers & Sattler, 8111 
West Beverly Blvd., Los Angeles 46. 








SCOTT Speakers 


Two loudspeaker systems, S-2 and 
S-3, are announced by Scott. S-3 con- 
sists of a low reasonance woofer, a 
mid-range unit and a high wide- 
range super tweeter. The slightly 
larger S-2 contains a high compliance 
woofer of low resonance, 2 dual cone 
mid-range speakers and a special 
wide dispersion spherical tweeter. 

Continuous mid-range and tweeter 
controls permit fine adjustment of 
each speaker system to acoustic en- 
vironment and room setting. Speak- 
ers have been designed to be used 
with amplifiers of modest power, 
maker suggests use with: Scott Mod- 
els 222 (12 watts per channel) or 
222B (15 watts per channel). 

Prices: S-2, $199.95; S-3, $129.95. 
H. H. Scott Inc., 111 Powdermill Rd., 
Maynard, Mass. 








ZENITH'S MAYBROOKE CONSOLE 
ZENITH TV Spring Specials 


Zenith’s spring special TV receiv- 
ers feature handcrafted Service-Saver 
chassis with no printed circuits. The 
sets include: 3 new portables—the 
Voyager, Trinidad and Jamaica; 5 
consoles—the 23-in. Maybrooke, 


Dawes, Durant, Fordham and Copley. 
The 3 portables provide 19 in. of view- 
ing, and feature a 92-deg. sunshine 
picture tube. The sets are hand- 
wired and hand-assembled. The Ja- 
maica also provides Zenith’s Space 
Command 300 system of remote TV 
tuning. 

The consoles feature handcrafted hor- 
izontal chassis, 20,000v of picture 
power and _ super-sensitive target 
tuner. Zenith quality speaker with 
Alnico 5 magnet in each set is either 
7x5-in. or 9x6-in. size. Fordham and 
Copley have the 300 Space Command 
system. 

All consoles are in fine furniture- 
styled cabinets, in choice of grained 
colors or genuine hardwood veneers 
and select solids in contemporary or 
American provincial furniture de- 
signs. Zenith Sales Corp., 6001 W. 
Dickens Ave., Chicago 39. 








Quality products flourish in the 
rich soil of national advertising. 


This Spring, Waring cultivates the 
best prospects through these 
leading magazines. 


Why not plant the seed for extra sales? 


Feature the full line of 

Waring Better Living Products. 
Your customers will toss you the 
bouquets . . . and profits! 


American made by American craftsmen... 
to help the American economy 
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Stocks and Dividends 1961 Close | Close Net b Sunbeam 
In Dollars High *-Low |May 15 |May 22| Change y 

NEW YORK EXCHANGE Convert lookers into buyers with this 
Admiral sie one 13% aie —_ French Provincial beauty. Trimmed 
American Motors 1.20 21% 16! 18% 187% + % i i i 
fle teks 1 28, 20 25%, 25i/, ‘ae in a pleasing modern —. weg Sell the NEW 
Borg Warner 2 4354 35 40% 42 + 1%, tones of hand rubbed fruitwood. Its 
Carrier 1.60 oe aie 47\/4 48\/4 + | elegance invites a second look—a 
CBS 1.40B 42% 35% 39 40 + 1 look that converts easily to a sale. 
Chrysler 1A 48 37¥% 43 45 + | , ‘ 
Decca Records 1.20 47\/2 3255 aa 42!/ + # B013 The Villa, with alarm, $22.95* mers cod ~ —— 
Emerson Electric 1BXD 87'/ 50 83 81'/4 + 14, wstinctive... 
Emerson Radio .37T 16/4 "ae 15V/g 14!/2 — 5% SUNBEAM CORPORATION ... decorative 
Fedders 1B 25'/g 17'/, 255 221g pa Dept. 27, Chicago 50, Ill. P 
General Dy. 1 4514 36% 3755 37 ov o S.C. Debs * ded Retall Price ... desired 
pmecaen le 2 7h $7 ro 46% ¥, Ye For more information on the new line of field tested clocks, write Sunbeam, Dept. 27 
General Tel & El .76 at 26!/2 28%, 27%, tak o 
Hoffman Elec. 29% 16% 28//, 25 ae 
date Corn 28k ith : 28/4 1086 sa Hi ‘phage he os eee on = 
Magnavox 1 95% 46 92'/2 93'/> i 
Maytag 2A 51'/ 36!/ 50 51 + | 
McGraw-Edison 1.40 404%, 30% 37% 375 + % i i 
Minn. M&M .60 87 70'/g 80!/, 80 = fh 
Montgomery Ward 1 34% 28 30% 30'/, sage 
Monarch .04 18!/2 139% 18% 18 a i o i 
Motor Wheel 1 20!/2 11% 17% 16 — 1% 
Motorola 1 100 75\/g 96!/, 957/g  - 
Murray Corp. re 265 29/4 291/4 mr ‘ 
Norris-Thermador 344% 18 33! 28% — 45 a 
Philco 25'/s 7%, 34 224% = “ig 
oe 2 Ee l= 1) 0h withabru 
Raytheon 2.37T 427, 35%, 39 3856 ae ¥ 
Rheem 23'/2 13% 21 19% — 1% 
Ronson .60 24!/, 12'/g 241/> 20!/s — 4% i 
Roper GD 25!/2 165% 24\/, 24!/> -_ 
Schick 14'/, 8l/, 11% 11% ae 5 
Siegler Corp. — 34 27 29%, 295%, —_ & é ® 
Smith A. O. 1. 37 31 3 ] \ : , 
a nce 1.40A Ahi an 4% ae = iG It's the Ronson Beauty Trio, and it has tremendous appeal to 2 
Waaet Re _— Bs at 6/2 6% — i women. (Just ask any woman how she’d like a dryer with a 
Whirlpool. 1.40 341/, 27\/, sat 3 * ys roomy, adjustable hood plus these attachments: a warm-air ‘ 
Zenith 1.60A 157% 97/4 149 1573, + 8% i brush to brush her hair dry, a warm-air comb to set in waves.) 
AMERICAN EXCHANGE Not only this, the Ronson Beauty Trio is the only hair dryer ‘ 
Comey ee oe of oh : b 3 ip i with a handle that flips out for portable uses. Suggested retail: 
Lynch Corp. 87T 12% 8!/, 11% 11% + \/ $26.95. Also budget-priced dryer, $19.95 (Ronson Hood 'n’ i 
Muntz TV 7 4 b/g 6!/2 — : Comb). If you aren't carrying the Ronson hair dryer, attach this 
National Presto .60 31 121, 26'/g 243% — 1% ‘ 
Nat. Un. Elec. (Eureka) 4\/> 1g 4 3%, ek ad to your letterhead. Ronson will send you all the facts you i 
sect a 2%. 5% bY + I. i need to add this profitable item. Appliance Product Manager, 
neoniilic . ning a i a Hy Ronson Corporation, 1 Ronson Road, Woodbridge, New Jersey. ' 
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MIDWEST EXCHANGE 
Knapp-Monarch —_ oe 7%, 7%, snip s 
Webcor _ 9%, 9% — 
A—Also extra or extras. B—Annual rate plus stock dividend. E—Paid last year. F—Payable in stock during : i 
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ing. The average now stands at corded for the week. — et Be Re BE a a ae 
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PEOPLE| 


IN THE, 
NEWS 


W. J. Raymond 
of Brantford 


Bell Sound—K. L. Bishop, general 
manager of Bell Sound division of 
Thompson Ramo Wooldridge, Inc., 
has taken over responsibility for 
management of all consumer prod- 
ucts of the parent company, including 
the activities of Bel Canto Stereo- 





phonic Recordings. Combining the 
marketing activities of Bell Sound 
and Bel Canto resulted in the ap- 
pointment of J. A. O’Hara as market- 
ing manager for all product lines. 
O’Hara had been manager of con- 
sumer products marketing for RCA 
International division. 


Packard Bell Electronics—Charles H. 
Coombe was named eastern sales 
manager of the company’s home 
products division. 


Brantford Washing Machines, Ltd.— 
W. J. Raymond was named vice pres- 
ident and general manager of the 
Canadian manufacturer of Chef Mas- 
ter ranges in Toronto. 


Eureka Williams Co.—Kenneth L. 
Kientz was named manager of the 


company’s Des Moines factory branch. 
He had been district sales manager 
in Denver. 


Maytag—C. Barry Goodson was ap- 
pointed a regional manager in the 
company’s Richmond, Va., branch. 
Charles S. Perkins Jr., who formerly 
covered the territory, was assigned 
to western Virginia, succeeding David 
L. Eye, who has moved to the north- 
ern Virginia territory. A. T. Van 
Atta was moved from northern Vir- 
ginia to Morganton, N. C. Donald G. 
Rucker was transferred from Cin- 
cinnati to the Washington, D. C., 
territory. 


Admiral—John L. McDonald was 
named regional sales manager for 
Des Moines, Kansas City, St. Louis, 
Wichita and Springfield, Mo. He was 








SYMBOL OF 
OPPORTUNITY 








Here’s what “Project Prosperity” can mean to you: 


1. The greatest sales opportunity in the history of our 
country is here, right now. Why? Because Gross Na- 
tional Product, Gross National Income, Personal In- 
come, and Personal Savings are all at record highs. 
Now is the time to make your move. Your customers 
are able to buy—are you ready to sell? 


2. It’s your opportunity to join the team when the great 
home furnishings industry leads the way to increased 
sales and profits. 


3. Outstanding industry leaders will be at the June 
market. What an opportunity to have them help you 
plan your own “Project Prosperity.” 


Now is the time to accent the positive with a forceful, aggressive sales plan. The right goods 
at the right price are here at The Merchandise Mart. This is the right time and 
the right place to fill your wagon and join “Project Prosperity.” 


Don’t miss “Project Prosperity” at The Merchandise Mart in Chicago, June 18-24 
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succeeded in the Amarillo, Dallas, 
Houston and San Antonio territory 
by H. V. Thomas. 


Schick, Inc.—Gerard Hyman was ap- 
pointed general sales manager of the 
manufacturer of electric shavers. He 
formerly was national field sales 
manager. 


Hoover Co.— Walter J. Stevens, for- 
merly branch manager in New York 
City, was promoted to division man- 
ager and will have charge of sales 
from Maine through Virginia, in- 
cluding eastern New York State and 
eastern Pennsylvania. Frederick Wil- 
liams succeeds Stevens as_ branch 
manager. Stevens replaces Gordon G. 
Bettis, who was assigned to Cleve- 
land as division manager for an 
eight-state area. 

Cloyd F. Hoover was named na- 
tional service manager of the com- 
pany. He had been purchasing man- 
ager and he replaces the late Kenneth 
(Red) Wattam. 


Kelvinator—Robert J. Bunting was 
named product sales planning man- 
ager for refrigerators, freezers and 
ranges. Formerly administrative as- 
sistant to the general sales manager, 
Bunting replaces E. J. Zirkle, who 
resigned. 


Shure Brothers Inc.—H. T. Harwood 
was appointed director of public re- 
lations of the electronics and high 
fidelity equipment manufacturer. He 
formerly was advertising manager. 
In his new post he will direct sales 
promotion, advertising and public re- 
lations. 





Singer Sewing Machine Co.—John P. 
Milne was appointed assistant vice 
president of the company. He had 
been regional director for the Far 
East, with offices in New York City. 


OBITUARY 


Neal E. Schuman, veteran appliance- 
man, died May 9 at his home in Val- 
lejo, Calif. He had been associated 
with Bendix, sales manager of Ser- 
vel and western regional manager for 
Eureka vacuum cleaners. Since his 
resignation from Eureka in 1959, 
he had several retail interests in Val- 
lejo, where he made his home. 





DISTRIBUTOR 
APPOINTMENT 


AMERICAN CONCERTONE—John E. 
M. Angerson Co., Minneapolis, 
as sales representative in Min- 
nesota, North Dakota and South 
Dakota. 


CARRIER CORP.—Thor Industries, 
Ltd., Toronto, for Carrier Air 
Conditioning (Canada) Ltd. 


AMANA—J. B. Charters, Inc., De- 
troit, for eastern Michigan. 


HAMILTON MANUFACTURING CO.— 
Interstate Distributors,  Inc., 
Kansas City, Mo., for western 
Missouri and central Kansas; 
Vacho, Inc., Louisville, for Louis- 
ville trading area; W-F Distrib- 
uting Co., Inc., Denver, for Colo- 
rado and portions of Nevada and 
Wyoming. 


SYLVANIA—Igoe Brothers, Inc., New- 
ark, N. J., for New Jersey; Igoe 
Brothers-New York, for metro- 
politan New York City. 
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WORLD NEWS 
ROUND-UP 


Bonn (McGraw-Hill World News)— 
Emerson Television and Radio Corp. 
is breaking into the European mar- 
ket. Following six months of inten- 
sive market research, Emerson has 
announced that it is establishing its 
West European distribution outlet in 
Frankfurt. Targets for sales: Ger- 
many, France, Austria, Switzerland 
and the Benelux countries. 


Milan—An old hand in European 
sales, General Electric’s Italian sub- 
sidiary, Compagnia Generale di Elec- 
tricita, is expanding production with 
the opening of a new plant near 
Naples. The plant, which will pro- 
duce refrigerators, air conditioners 
and other electric appliances, is an 
extension of already existing facili- 
ties in Italy. Production forecast for 
1961 is over 100,000 refrigerators. 
Other appliances will start coming 
off the line next year. 


Tokyo—TV antennas are out, accord- 
ing to a Japanese firm. The Denki 
Kogyo Co. is marketing a tiny device 
the size of a match box that it claims 
is effective for reception within a 
1214-mile radius of any TV station. 
Connected between the wall outlet and 
the set, the coil and condenser unit 
filters out the high-frequency TV 
waves. Denki Kogyo is selling its 
NH-1 Model 100V2A for 83 cents a 
unit. The company claims it can 
also be used for receiving FM and 
ultra-short-wave broadcasts. 


Amsterdam—Phillips has introduced 
a new “deluxe” portable radio for 
short- and medium-wave reception 
that is selling in the Netherlands at 
just under $50. The leather-covered, 
all-transistor unit has a_ built-in 
ferroceptor antenna, but is also 
equipped to take standard antennas. 


Tokyo—A recent survey by NHK, 
government-owned radio and televi- 
sion broadcasting corporation, showed 
Japan ranked third in the world in 
the number of television sets owned 
by households. Registered sets in Ja- 
pan have topped the 614-million 
mark, climbing 325,000 in February 
alone. Unregistered sets are esti- 
mated to exceed this in a ratio of 
three to one. National saturation is 
37.2% as compared with 22.7% a 
year ago. Other government figures 
showed a 50.8% drop in price for TV 
sets from 1955. 


Beirut—The Ministry of Industry of 
the United Arab Republic has an- 
nounced it will shortly invite bids 
from foreign firms for the construc- 
tion of a TV set assembly plant near 
Damascus. The state-owned plant 
will have an annual capacity of 
25,000 sets, to be assembled from 
imported components, under foreign 
license. A plant is already in opera- 
tion in Egypt. Bids are expected 
from RCA, as well as a number of 
Japanese manufacturers. If an 
American concern wins out, as did 
RCA in Cairo, financing may be 
through the U.S. Development Loan 
Fund. The new plants are designed 
to reduce hard-currency purchases 
from abroad. The Cairo plant has 
proved unable to cope with the de- 
mands for sets in Syria. 
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Hanover—Already bothered by a 
backlog of an estimated half-million 
unsold TV sets, German manufac- 
turers have taken another blow. Max 
Grundig, one of the major pro- 
ducers, has announced he is pulling 
out of the year-old dealer-rebate 
cartel. Grundig broke the word at 
the Hanover Fair, telling cartel 
members that his company wanted 
a completely free hand in its dealings 
with radio and TV wholesalers. This, 
he argued, was the only feasible way 


to pare down the company’s large 
surplus stock. 

__ As Grundig stepped out of line, 
the ‘remaining 11 members (AEG, 
Blaupunkt, Greatz, Loewe-Opta, Metz, 
Nordmende, Philips, Saba, Siemens, 
Schaub-Lorenz and _ Telefunken) 
unanimously decided to disband the 
cartel. Grundig, together with smaller 
non-cartel manufacturers, controls 
40% of the German domestic TV 
market. 

Root of the trouble, TV men say, 
lies in the Bonn government’s broken 
promise to inaugurate a second TV 
program last January. Wrangling 
between the various German states 
over how the program is to be han- 
dled has brought planning on the 


project to a virtual standstill. 

Behind the scenes, the German 
government had encouraged manu- 
facturers to expand production, 
anticipating an increased demand for 
sets when the new program came in- 
to being. 


London—Thorn Electrical Industries, 
Ltd. has paid $6.72 million for the 
domestic radio and television inter- 
ests of Ultra Electric (Holdings) 
Ltd. in a further step toward rapid 
concentration in Britain’s radio and 
TV industry. The deal involves the 
total share capital of Ultra Radio 
and Television Ltd. and Pilot Radio 
and Television Ltd. and their sub- 
sidiaries. 





These outstanding industry leaders 
join “Project Prosperity” 





W. C. CoNLEy, 
President, 
Gibson Refrigerator 
Sales Corp. 






ihe 


President, 
Tappan Company 


We heartily endorse PROJECT PROSPERITY! It 
is this type of positive thinking which will provide the 
impetus for an all-out sales effort beginning in The 
Merchandise Mart, June 18-24. 


We pledge our whole-hearted support to this effort, 
and look forward to helping you plan for greater sales 
and profits in the days ahead. 


IT’S TIME TO ACCENT THE POSITIVE. 


W. RICHARD TAPPAN, 





WELLs A. GARDNER, 
President, 
Youngstown Kitchens, 
Div. of American-Standard 





Homer L. TRAVIs, 

Vice-President, Sales, 

Kelvinator Division, 
American Motors Corporation 





JuLius KLEIN, 
President, 


Caloric Appliance Corp. 





Howarp D. WHITE, 
President, 
Revco, Inc. 





Don’t miss this all-out drive for sales. Attend The International Home Furnishings 
Market at The Merchandise Mart, June 18-24. It is important to you and your firm. 


A 


ay 








faa THE MERCHANDISE MART 
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aD) HOW S BUSINESS? Here’s the answer for 26 key markets which 
Ly COA D | l cover 15% of the U.S. buying public. Based on flash reports of 
2 BD 44 & dealer sales in the areas served by these utilities, the chart pro- 
I | P< ys I vides you with an authentic, timely index of retail sales. It’s an 
WHOTII ELECTRICAL MERCHANDISING WEEK exclusive. 
Electric Room Air 
et ae ao 1960 a Refrig- Electric Water Clothes Dish- Condi 
‘ : j erators Freezers Ranges Heaters Washers Dryers Washers tioners TV 
IN THE EAST 
United Illuminating Co. + 26 + 44 -11 - 15 + 12 + 27 + 29 -—220 +12 ; 
+10 + 37 -10 — 15 + 9 + 2 + YF -198 +1 
N. Y. State Elec. & Gas Corp. +4 +34 +15 +103 +11 - 7 -—-19 +15 ’ 
+ 3 + 8 =—-5 + 35 - 6 -13 + 9 +17 . 
Jersey Central Power & Light - 6 ae. +31 - 27 - 13 - 27 + 4 - 71 + 1 
—- | - 5 +5 — 20 - 7 —- 146 + 12 — 64 + 5 
New Jersey Power & Light Co. - 10 -—- 20 +15 + 7 - 18 - 2 - 2 + 13 -14 
— 10 = ee +3 -— 2 —- 7 —-— » + £3 -— 15 -—12 
Philadelphia Elec. Assoc. + 7 + 14 +85 + 10 - 2 - 19 + %9 + 28 - 4 
- 13 + 9 0 0 — 10 —- 16 + 19 + 17 - 2 
Pennsylvania Elect. Co. - 7 - ll +1 + 24 -— 20 OR eee - 73 -—14 
-— 10 - 8 i ee — 21 Sn a — 65 —14 
West Penn Power Co. - 6 - 8 -—22 + 63 — 22 - 27 - 10 - 39 —27 
— 17 - 3 -—20 + 31 — 25 a Ze eG — 45 —27 
IN THE MIDWEST 
Dayton Power & Light Co. + 4 + 4 +6+ 4 =-16 = 28 +36 -69 -2 
— 18 0 -12 —- 21 — 16 — 28 + 17 — 62 —19 
Central Illinois Public Service + 8 + 10 -10 - 23 - 14 - 35 + 31 - 1 - 6 
THE AMAZING MODEL + 2 —- 3 -17 —- 21 — 14 —- 32 +11 — 14 -—- 8 
and $2 9. - Kansas Gas & Electric Co. - ll - 12 -33 + 5 + 9 - 25 -—- 21 + 15 -15 
bm —— Pn oe ae ee a ee a ee oe 
pe recorder is typical of Craig’s line . 
of gold medal products. A full-line of Kansas Power & Light Co. + 5 + 12 +27 + 29 - 7 —- 28 bd — 60 + 6 
pocket radios, portables and table : 0 + = 2 ~ gee — 28 : — 39 ~— 
models assure top profits. A strong dealer Nebraska-lowa Elec. Council +128 +114 - 9 + 16 +130 +115 +183 + 87 +88 
program supports your efforts. Write + 43 + 53 ~A +e + 54 + 54 + 89 46 +21 
and find out more about our personal IN THE SOUTH 
approach to your sales problems. Chattanooga Elec. Power Bd. — 28 - 33 -2- 2 - 23 —- 55 + 5 + 4 +1 
SR a RR IRN 8, a eS gS oe Meee es Pome 
Nashville Elec. Service + 40 - 3 +2 + 1 s - 37 - ” - 
+ 4 — 12 -—- 7-11 ° — 13 ~ - . 
Florida Power & Light Co. - 27 0 -11 + 31 - 16 - 16 - 31 + 50 —62 
CRAIG PANORAMA, INC. - 9 + 13 —-15 + 38 — 14 —- 17 — 27 + 59 —41 
5290 W. Washington Bivd., Los Angeles, Calif. Florida Power Corp. =» 3 + 98 —-22 - 12 + 28 + 4 - 9 + 29 +14 
Subsidiary of Craig Corporation, Inc. as) + 64 ee ois oe = 1 x 3a i. oe = a 
Tampa Electric Co. - 1 + 43 -27 - 38 - 7 - 31 + 15 + 79 -13 
- 8 + 32 —-17 —- 16 — 7 —- 12 + 14 + 14 0 
IN THE SOUTHWEST 
Dallas Power & Light Co. - 28 - 19 —28 ° - 42 - 39 - 6 - 32 —27 
— 18 — 17 —22 ° — 23 —- 12 + 6 98 —30 
Gulf States Utilities Co. ’ - +12 + 43 + 4 e ° ° 
- . —-12 + 11 - — 14 ? + * 
: El Paso Electric Co.t —- 34 - 19 - 3 -— 20 : ae ie PE +600 -16 
t — 18 > ee — 6 — 22 . - 1 +419 +135 —22 
t Southwestern Electric Power + 8 + 25 +18 +113 + 3 - 5 +12 + 28 -11 
' § - 2 + 13 ~—18 + 22 - 9 - 8 - 18 —- 3 —- 3 
t New Orleans Public Service - 11 +93 - 5 * - 3 +83 +50 +10 +59 
: - 4 +2 -19 ae a oe ee ee 
' IN THE WEST 
' Idaho Power Co. - 5 - 16 +7 + 14 - 12 - 27 - 13 ° ° 
' - 9 —- 4 +2 + 16 - ll — 23 + 6 * * 
* Pacific Gas & Electric Co. + 15 - 2 -10 + 6 - 4 + 5 + 36 - 22 +11 
for on-time- * 6 £3 ei 2 © - £4 2 4s 2 +8 
Pacific Power & Light Co. - § - 17 -16 - 3 - 6 - 26 - 6 —- 57 - 5 
va - 5 —- 8 -1ll - 3 —- 8 — 14 + 8 — 31 — 6 
Washington Water Power Co. - 32 - 25 -33 - 21 - 25 - 25 + 47 - 73 - 6 
every-time -:. ¢2. «ee 2 ee eS Ss ee 
NATIONAL 
= Mar. 1961 vs. Mar. 1960 + 2 + 3 - 4 + 11 - 7 - 11 + 17 + 20 - 9 
a ivery Sinn 186i va Seto lUC-C(C6l (Cll lc 3fTlCUC KH lL KK lhU BlCUK ‘a. ae 
O = No Change * — Not Available 
P tFigures as shown are for February 
i 
g a tions swinging into full gear, wash- 
4 t iy g A Upt ers should pull themselves about even 
t Quar er rin S n urn sometime in the second quarter of 
‘ ; the year. 
, There was only one way to describe ahead of 1960 with a plus 21%. Re- Regionally, the East scored best 
8 retail sales for the month of March frigerators, too, came back strong in of the five areas surveyed. White 
po ee good, and improving. According to March. Off 7% and 10% for the first goods sales in the New York-Connec- 
noe nicer the reports of the 26 reporting utili- two months of the year, refrigera- ticut-Pennsylvania area were up and 
ties throughout the country, appli- tors closed the first quarter of 1961 dealers saw this renewed sales in- 
ance retail sales were up in five of 2% ahead of March 1960. Other big terest as a sign that the industry 
the nine charted appliances and only gainers for the month were water was headed back to normal. And most 
two items continued to be way off the heaters, dishwashers and freezers. of the other sections of the country 
pace. Television remains a mystery. Down felt the same. , 
Biggest news was made by air 8% for the quarter, TV increased its Good weather, “hot” promotions, 
conditioners. This appliance, sadly slump from minus 7% in February increased advertising, and new mod- 
off in sales for months, rebounded in to minus 9% in March. Dryers made els should make the second quarter 
FIND US FAST IN THE YELLOW PACES March and scored a 20% increase no gain last month; however washers an active and profitable one for the 
over March of a year ago. For the continued to peck away at the Janu- electrical appliance dealers of the na- 
three-month period the item was well 











ary-February sales lag. With promo- 
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A QUICK CHECK OF BUSINESS TRENDS 


Latest |Preceding) Year HOW THEY 
Month Month Ago COMPARE 
FACTORY SALES 107 104 133 19.5% down* 
appliance-radio-TV index — — 
(1957 = 100) ah 
RETAIL SALES 17.9 18.2 18.9 cod ope 
total ($ billions) { rit bi 
APPLIANCE-RADIO-TV. 320 303 323 0.9% down 
STORE SALES (March 1961 vs. 
($ millions) March 1960) 
CONSUMER DEBT + 274 279 294 6.8% down 
owed to appliance-radio- — Ye 
dealers ($ millions) 
FAILURES 33 28 27 22.2% up 
of appliance-radio-TV dealers — a 
HOUSING STARTS 106.5 19.9 725 46.9% up 
(thousands) (March 1961 vs. 
March 1960) 
AUTO OUTPUT 125.8** 129.4** 154.8°*| 18.7% down 
(thousands) 
PERSONAL CONSUMPTION 18.0+ 18.34 19.24] 6.3% down 
EXPENDITURES pe Foe br A 
for furniture-household = 
equipment ($ billions) 
DISPOSABLE INCOME 357.14 358.1+ 347.0+ 2.9% up 
annual rate ($ billions) (Ist qtr. 1961 vs. 
Ist qtr. 1960) 
CONSUMER SAVINGS 28.14 27.24 23.74] 18.6% up 
annual rate (§$ billions) (1st qtr. 1961 vs. 
Ist qtr. 1960) 
EMPLOYMENT 70,696 65,616 69,819 1.3% up 
(thousands) (April 1961 vs. 
April 1960) 

















*New index being used. Federal Reserve Bulletin, September, 1960 (seasonally odjusted) . 
**Figures are for week ending May 20, 1961, and preceding week (revised). 


+Figures are for quarters. 


++ Federal Reserve Bulletin figures (revised). 





a quick cueck or INDUSTRY TRENDS 


An up-to-the-minute tabulation of estimated industry shipments 
of 15 key products. New figures in bold-face type. 


AIR CONDITIONERS, Room.......... 
DISHWASHERS .......................5.... 
DRYERS, Clothes, Electric............ 


FOOD WASTE DISPOSERS ........... 
FREEZERS 


PHONOGRAPH SHIPMENTS 


RADIO PRODUCTION 
(excludes auto) 
RADIO RETAIL SALES 


TELEVISION PRODUCTION 


TELEVISION RETAIL SALES 


REFRIGERATORS. ........................ 
RANGES, Electric, Standard........ 
Built-in........ 

RANGES, Gas, Standard................ 
aks cunedsorpanad 

VACUUM CLEANERS ................. 
WASHERS, Automatic & Semi-Auto 

Wringer & Spinner 

WASHER-DRYER COMBINATIONS 
WATER HEATERS, 


Electric (Storage) 
WATER HEATERS, Gas (Storage) 





Mar. 
3 Mos. 
Mar. 
3 Mos. 
Mar. 
3 Mos. 
Mar. 
3 Mos. 
Mar. 
3 Mos. 
Mar. 
3 Mos. 
Mar. 
3 Mos. 
Week May 12 
19 Weeks 
Mar. 
3 Mos. 
Week May 12 
19 Weeks 
Mar. 
3 Mos. 
Mar. 
3 Mos. 
Mar. 
3 Mos. 
Mar. 
3 Mos. 
Mar. 
3 Mos- 
Mar. 
3 Mos. 
Mar. 
3 Mos. 
Mar. 
3 Mos. 
Mar. 
3 Mos. 
Mar. 
3 Mos. 
Mar. 
3 Mos. 
Apr. 
4 Mos. 


1961 
(Units) 


224,100 
528,600 
61,900 
141,600 
56,475 
175,534 
25,618 
91,057 
72,700 
179,000 
80,400 
206,900 
289,865 
836,962 
194,251 
3,622,017 
853,821 
2,100,729 
111,937 
1,942,500 
530,105 
1,382,178 
300,000 
764,700 
81,400 
227,400 
66,800 
158,300 
121,200 
318,500 
28,000 
70,000 
349,972 
850,417 
239,777 
608,849 
65,813 
153,222 
10,908 
23,325 
71,800 
184,600 
268,300 
963,000 








1960 % 
(Units) | Change 
210,900 + 6.26 
“441,500 | = 419.73 
54,700} +13.16 
137,200 + 3.21 
60,946 — 1.34 
205,021 —~14.38 
29,259 —12.44 
105,154 —13.41 
74,400 — 2.28 
187,700 — 4.64 
108,100 —25.62 
253,400 —18.35 
305,777 — 5.20 
1,182,821 —29.24 
198,837 | .»— 2.31 
3,836,629 — 5.59 
664,441 +28.50 
2,079,308 + 1.03 
102,720 + 8.97 
2,206,830 —11.98 
501,829 + 5.63 
1,600,369 —13.63 
345,000 —13.04 
925,600 —17.38 
87,500 — 6.97 
242,800 — 6.34 
70,200 — 4.84 
175,400 — 9.75 
144,400 —16.07 
391,300 —18.60 
30,400 — 7.89 
76,200 — 8.14 
339,918 + 2.9% 
892,731 — 4.74 
242,510 — 1.13 
667,916 — 8.84 
63,125 + 4.26 
175,924 —12.90 
18,746 —41.81 
49,029 —52.43 
80,300 —10.59 
197,200 — 6.39 
216,300 +24.04 
893,800 + 7.14 








*includes January and 
February 1961 Revisions 


MAY 29, 1961 


Sources: NEMA, AHLMA, VCMA, EIA, GAMA. 





NEW RCA 
ALKALINE 
BATTERIES 


increase your profit opportunities 


ra) ALKALINE Ei 
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a retin — 


With longey batt« 


NEW leak resistant const 


— 
Now, you can increase your profit while reducing the number of 
battery types you have to stock. What makes this possible? The 
new RCA Alkaline Battery! This new type of cell outlasts compara- 
ble zinc-carbon batteries yet sells at a lower price than premium 
mercury types. 


here’s how you benefit... 


@ MORE PROFIT PER SALE: Provides perfect opportunity to “sell up”. 
@ SIMPLIFIED INVENTORY NEEDS: The RCA Alkaline multi-purpose 
type is designed for use in radios, flashlights, photoflash, toys and 
electronic instruments. A few types cover a wide range of applications. 


@ LONGER SHELF AND OPERATING LIFE: A useful life of 2-to-8 
times that of zinc-carbon types, depending on application. 

@ NO REST PERIOD NEEDED: A big advantage in portable radios. 
Four of these money-making new Alkaline types are now available 
from your Authorized RCA Distributor. These include: VS1334, 
a 1.5-volt penlite cell; VS1335, a 1.5-volt “C” cell; and VS1073, a 
1.5-volt “N” cell. Each of these is a multi-purpose type. The VS1149, 
a 4.5-volt battery, is specifically designed for transistor radios. 


RCA Batteries...Zinc-Carbon, Mercury, and the new Alkaline types...mean 
more opportunities for dealer profit right down the line. See your RCA Distributor 
now for full details. RCA Electron Tube Division, Harrison, N. J. 


ellie tetetetetetetetetete MAIL COUPON FOR FULL DETAILS ----~----~--~--~--~-~ 


Radio Corporation of America 
Commercial Engineering Dept. E-118-N 
415 South Sth Street, Harrison, N. J. 


Send full details on your new RCA Alkaline Batteries. 


NAME 





STORE 





ADDRESS. 
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The Most Trusted Name in Electronics 
RADIO CORPORATION OF AMERICA 
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In Freezers... FAMGUS AMANA FREEZERS 


The Amana Free-0’-Frost Freezer—Only Amana has Contact Freezing, 
Ny () up to 2% times faster than ordinary methods, and exclusive Frost 
Magnet that stops frost before it forms. No defrosting ever! 
\ A \/| e S The Amana Stor-Mor Freezer— guaranteed to outperform all others! 
The Stor-Mor Door alone holds more than a month of meals. Auto- 
matic inventory control—first package in is the first used. 
« AV 3 Amana Deluxe Freezer — Contact Freezing keeps all food on or 
directly below a fast freezing surface. New Amana “Living Design” 
is a functional blending of styling and features with years-ahead con- 


(5 FR x AT « FR venience, efficiency and unsurpassed performance! 
bs 


Every Amana Freezer features direct Contact Freezing with freezing 

coils brazed directly to aluminum shelves. This means that each shelf 

re J B Ea x is a fast freezing surface. Constant even zero degree temperatures 
maintained throughout to keep food fresher, safer, longer. 

A = cat A \ a a Every Amana Freezer is backed by a double warranty in writing that 
oe protects not only the freezer but even the food stored in it. 

DEEPFREEZE—MADE ONLY BY AMANA—HAS NEVER BEEN BETTER 

Now Higher Than Ever In Quality — Yet Lower Than Ever In Price. 




















Look at just some of the advantages only Deepfreeze Home Freezers 
offer — and at no extra cost: 


® Exclusive zero wall construction that wraps all four walls with 
freezer coils to provide faster, more efficient freezing! 


®@ No bigger on the outside — yet 18% more storage space on the 
inside. And without any sacrifice in insulation or wall thickness. 


® Specially treated steel with two-coat baked-on enamel provides 
lasting appearance and user satisfaction! 


©@ Deepfreeze double warranty in writing that covers not only the 
freezer but even the food stored in it! 





@ Available in three popular sizes. 








Amana /-Lintde- TABLE TOP REFRIGERATORS — OPEN 





ee ee = UP A WONDERFUL NEW MARKET. Their combined versatili!, 
If you're interested in a profitable Freezer merchandising program and luxury venience make them superbly useful ev nore 
.. . Pre-sold by strong national advertising . . . selling products with d retri tor i ti 

unmatched consumer acceptance . . . you’ll want to know about the ... Summer cottages, offices, — retrigera 29 in recreation 
Amana and Deepfreeze franchise program! room. Completely Amana in styling, beauty, efficient storage de- 


ign... ded with features. 
SEE YOUR NEAREST AMANA DISTRIBUTOR OR WRITE sign and loa 


AMANA REFRIGERATION, INC. * AMANA 16, IOWA 
AMANA REFRIGERATION, INC. *« AMANA 16, IOWA 


1 am definitely interested Name 
in your Famous Amana 
products. | do not carry the 
line now. Please have your Address 
distributor call on me. 


' 
! 
i 
i 
' 
i 
' 
i 
i 
Company : 
4 
1 
' 
City Zone State ; 

t 

] 
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